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The Year ’Round 
The Woman's Magazine 


Proves a Monthly Circulation of 
Over 1,500,000 Copies. 


UR circulation is by yearly subscription, so there 
is no falling off during the summer months. We 
make it a part of our contract with every ad- 

vertiser to prove in any way desired the guaranteed 
amount—1,5c0,o0o copies each issue—full count. A 
large number of our advertisers stay with us the entire 
year, and as they change “key” monthly, it must follow 
that Zhe Woman's Magazine is well read during the 
summer months. It’s RESULTS that count with these 
advertisers using the “keyed ad system,” and we must be 
producing profitable returns or they would certainly 


drop out. 
Send copy in now for the JUNE ISSUE. 


FORMS CLOSE 
MAY 3d to J0th. 


Sample copy, circulation proof and leaflet “ How to 
key your ad” can be had by addressing 


A. P. COAKLEY, Advertising Manager, 
THE WOMAN'S MAGAZINE 


(LARGEST CIRCULATION IN THE WORLD), 


ST. LOUIS, MO. 


Chicago Office, New York Office, 
1st Nat’] Bank Bldg. Flat Iron Bldg. 
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McCLURE’S- 
The Marketplace of the World 


E believe in our advertisers and recommend them. 

We will not knowingly deal with any concern which 
is not reputable and worthy of patronage. We exercise 
great care in the acceptance of advertising. Our space isn’t 
for sale to an advertiser who is willing to take your money and 
not give you good value for it. 

It is, of course, impossible for us to pass upon the relative 
prices charged by our advertisers for their wares. But we can 
confidently assure you that in buying from our advertisers you 
will get what you pay for, just as you will get what you pay for 
at the best store you know. 

If you send your money to one of our advertisers and do 
not get what the advertisement led you to think you would get, 
report itto us. We will see that the advertiser lives up to his 
bargain. 

If in the press of investigating and estimating the honesty 
and reliability of hundreds of advertisers, our vigilance or judg- 
ment fails for the nonce, we will do all in our power to make 
amends. 

When an advertisement is submitted to us, the first ques- 
tion we ask ourselves is: Would we recommend this advertiser 
and his goods to a personal friend? If the answer is, yes, the 
advertisement is accepted; if not, rejected. 

In a single recent issue of a high-priced magazine there 
appeared thirteen and one-half pages of advertisements which 
couldn’t get into McClure’s at any price. 

The advertising pages are run for your benefit just as truly 
as the reading sections. 





Manager, Advertising Department. 


(From McClure’s for May.) 

















PRINTERS’ INK. 


4 JOURNAL FOR ADVERTISERS. 


ENTERED AS SECOND-CLA8S MATTER AT THE NEW YORK, N. Y., POST OFFICE, JUNE 29, 1893. 


VoL. LI. 
FORTY YEARS AN ADVER- 
TISING AGENT. 

By Mr. George P. Rowell. 
SIXTEENTH PAPER. 





There was at this time in Bos- 
ton a learned barber, William 
Bogle by name. He had a store 
in front of his workroom, and in 
it perfumery and cosmetics were 
sold. The place had a conspicu- 





Grorce H. Pisrce. 
Ous position on the east side of 
Washington street, perhaps half 
way between Milk and Summer 
streets, and here Mr. Bogle also 
dispensed a hair dressing, known 
as Hyperion Fluid. The barber 
was, as I have said, a scholarly 
man. The fact is testified to by 
records that show him to have 
been an active member, and at 
one time president, of a Boston lit- 
etary club, known as the Burns 
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Society. His manner was dignity 
personified. He was courteous, but 
very susceptible to annoyances ; and 
under favoring conditions, iras- 
cible. Nothing would sooner ex- 
cite his scholarly criticism than 
the mispronunciation of a word; 
more particularly if that word, as 
was not infrequently the case, hap- 
pened to be his own name. Hor- 
ace Dodd used to tell of a wag 
who had met the barber at the lit- 









Horace Dopp. 


erary club, and learned something 
of his peculiarities; who one day 
made his way to the shop where 
a conversation took place about 
as follows: 

“Good morning, Mr. Bog-le.” 


_ “Good morning, sir. My name 
is Bo-gle not Bog-le.” 
“I beg your pardon. I called 


to get a bottle of your Hyper-iron 
Fluid.” 
The package was wrapped in pa- 
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per, as is proper, and presented to 
the customer with the remark: 

“The pronunciation of the name 
of this dressing is Hyperion—not 
Hyper-iron. One dollar, please.” 

“Oh! Beg pardon again,” said 
the man; and paying the price, 
and taking his purchase in hand, 
he bowed himself out with the 
parting words: 

“Good morning, Mr. Bog-le.” 

Everybody in Boston knew the 
self-opinionated, self-important, 
little hairdresser and wigmaker; 
short of stature, neat in dress, his 
hair always curled, precise of 
speech ; suggesting an ancestry per- 
haps half French, a quarter Scotch, 
and the remainder indefinable— 
without better information; and 
everybody could, therefore, appre- 
ciate, when considered in the light 
of a practical joke, how success- 
ful the hectoring call might have 
been. 

On the southwest corner of 
Washington and Bromfield streets, 
not very far from opposite Mr. 
Bogle’s emporium, that was distin- 
guished by a wax bust in the win- 
dow of a man wearing a lovely 
wig; a firm of fashionable tailors 
did business, the partners being a 
Mr. Tuttle and a Mr. Call; and 
the name on the sign board, and 
on the wide silver strips that em- 
bellished all shop windows in those 
days, read CALL & TUTTLE. It 
is hard to tell why this sign should 
attract so much attention, but it is 
doubtful if any man who lived in 
Boston, or even visited Boston in 
the sixties of the last century, will 
fail to assert, if asked about this 
sign, that he remembers it very 
well; and there seemed to be some- 
thing really funny in the true story 
that once, when in Boston, the hu- 
morist, John Phoenix, entered the 
store, asserted tnat he had fre- 
quently noticed the invitation, 
didn’t know just what it meant, but 
could not stand out any longer, 
and now. whatever it might be. 
had acted upon it, had called, and 
would like to “Tuttle.” 

As we approached the end of 
our second year, it appeared that 
it would show a moderate ad- 
vance upon the net earnings of the 
first. It had already became evi- 
dent that advertising men more 


generally abounded in New York, 
than in Boston. I had also ob- 
served that a New York man could 
make up his mind more quickly, 
either that he would or would not; 
and as a consequence business 
could there be done more rapidly. 
Mr. Dodd was a Bostonian and 
could hardly be expected to thrive 
beyond sight of the dome of the 
State House; and beside that, we 
had too good a local clientage to 
be neglected or thrown away. And 
then there was the Dial, which had 
grown to be a property worth a 
good deal more than it had cost, 
and it was a Boston institution 
pure and simple. It came finally 
to be understood that after the 
closing of the books at the end of 
the second year, our firm would be 
dissolved. Mr. Dodd would keep 
the Boston office, and do business 
as an advertising agent in his own 
name. He would keep the Dial at 
a valuation. Wesley Barber would 
remain with him, and I should go 
to New York, taking with me the 
firm name, and the books of ac- 


count. The bookkeeper, Pierce, 
and the assistant, Frank New- 
ton, would accompany’ me. 
Not all of our profits had 


been realized in cash. The books 
showed accounts of considerable 
value, and for these my partner 
was willing to accept my notes, 
payable at dates agreed upon, com- 
ing due at convenient intervals, 
running through the next six 
months. 

After this had been arranged, 
that uncle of Mr. Dodd’s, who had 
put up for him the original capital 
of $1,000, that he had brought in- 
to the business two years before, 
suggested to him, and very proper- 
ly I think, that T was going among 
strangers, and likely to find condi- 
tions different from those I had 
become used to; and recommended 
his nephew. to offer substantial in- 
ducements, if I would, and could, 
arrange to discount those notes and 
get them out of the way. My old 
father had about this time, by the 
sale of a piece of real estate, be- 
come possessed of ready money 
to about the amount I should be 
owing to Mr. Dodd. It constituted 
his entire fortune. although not 
more than $8,000 in amount. He 
(Continued on page 6.) 
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THE SUNDAY STAR 


WASHINCTON, D.C. 





@ Everybody in Washington is talking about “ The 
Sunday Star.” ‘The Sunday Star” is without 
question the most elaborate publication ever issued 
in Washington. 4 A genuine treat for readers; a 
surprise and wonderful result-producer for adver- 
tisers. { “The Sunday Star” appears in four big 
sections, together with a set of Cut-Outs for the 
children, and a few of its Special Features are: 
4] Famous drawings by Charles Dana Gibson, pro- 
duced on Page of Humor, edited by Tom Masson, 
of “Life.” A carefully edited and well-con- 
ducted Financial Section. A page devoted ex- 
clusively to the interest of the little ones. § Two 
handsomely illustrated pages that will tell the 
women all that is latest in the world of Fashion. 
{| News and gossip of Sports, as up-to-date as any 
New York newspaper. {| These Special Features, 
together with the finest half-tones and illustrations, 
make “The Star” par excellence as a Sunday 
newspaper. | ‘The Sunday Star” is the woman’s 
newspaper; it is the man’s newspaper of Wash- 
ington. See that “The Sunday Star” is on 
your list. {Same rates, rules, conditions, etc., as 
the “Evening Star.” & Full information, partic- 
ulars, rates, etc., furnished on request. 


DAN A. CARROLL, 
Special Representative, 
Tribune Building, Tribune Building, 
New York. Chicago. 
Ww. Y. PERRY, 
Manager Chicago Office. 
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reminded me of that fact, and that 
he was neither young, nor in good 
health; and told me, if I thought 
it safe to do so, to take the money, 
pay off the obligation to Mr. Dodd; 
and account to Him for the loan 
when conditions would admit. Few 
persons, perhaps, have oc¢asien to 
realize the immense satisfaction T 
had in paying back to the old gen- 
tleman, during the first year, the 
entire sum he had advanced, but 
the payment did not make me feel 
any less proud that he had been 
willing to trust me to the extent 
he did; and that I had had the 
confidence to accept the loan on the 
conditions which existed, and had 
been fortunate enough to repay it, 
and be free of the risk and obli- 
gation, and all, too, in a shorter 
time than had been expected. 

John Moore had made the ac- 
quaintance of some men who did 
a business that I never quite un- 
derstood, in an office in the New 
York Times Building, at No. 41 
Park Row, for which they had a 
lease with a year to run from May 
1, 1867. The office had been hired 
when rents were lower, and the 
lease was worth a premium. The 
rent paid to the Times was $1,200 
a year, the premium demanded was 
$500, which Moore said was rea- 
sonable. He had a friend, a New 
Hampshire lawyer, settled in New 
York, Royal S. Crane, by name, 
who passed upon the legality of 
the lease transfer, and when I set- 
tled with him for his services, he 
had said: “Oh! It’s a small matter: 
give me $20.00.” In Boston I would 
have expected to pay about $3.00 
for the service, and the easy man- 
ner at which $20.00 seemed to be 
arrived at, rather took my breath 
away. Moore thought it all right, 
however, and it occurred to me, 
that if the scale of charges in New 
York was likely to stand in about 
that ratio to that I was used to in 


Boston I would have to make an 4, 


effort to get on to the revised sys- 
tem tout de suite. A little later 
this attorney did some advertising 
through our office and, although it, 
too, was a small matter, we did 
the best we could to even up that 
$20.00 fee. 

The time for taking possession 
of the Park Row office was fixed 


for April 1st. On the evening of 
March 31st (1867), therefore, my 
wife and I took the evening train 
for Fall River, and next morning 
arrived at the foot of Murray 
street on a. gorgeous steamboat 
that seemed to be controlled by 
james Fisk and Jay Gould, and 
had:the portraits of the two gentle- 
men, handsomely framed, placed by 
the gangway, where they attract- 
ed considerable attention, and some 
one mentioned what had been said 
of them by the famous stuttering 
Wall Street man, Mr. Travers, 
that “There ought to be a picture 
of C-h-rist c-r-rucified hanging 
between them.” 


It had been my fortune to see 
Jim Fisk when he had the famous 
peddler’s outfit, with which he 
used to travel over northern New 
Hampshire and Vermont, he hav- 
ing succeeded to his father, who 
had built up a profitable business 
in that line. It was no ordinary 
peddler’s outfit. however. There 
were four black horses, a colored 
driver with white gloves, most re- 
splendent brass mountings for har- 
ness. and shining varnish for the 
warehouse on wheels. Fisk came 
to Boston afterwards, and for a 
time had a connection with the 
firm of Jordan, Marsh & Co., then 
a store of his own, then he came to 
New York, and was prominent in 
the stock market for a time. Fin- 
ally his experiences culminated in 
Black Friday, and in the end get- 
ting himself shot by Edward S. 
Stokes; who, after being convict- 
ed and sentenced to death, after- 
wards secured a new trial, was ac- 
auitted, and had an active business 
life in New York Citv for many 
years: the principal incident of 
which, to the outside public. 
seemed to be the establishment of 
the gorgeous Hoffman House bar 
room. 


It is surprising how many stories 
ecame current that were attribut- 
ed to Fisk. Some woman in his 
neddler days defamed his father. 
He had lied to her about a yard 
of nine-penny calico, so she assert- 
ed, but Fisk did not think the old 
man would tell a lie for twelve and 
a half cents, although “he might 
tell eight for a dollar.” He re- 
fused to subscribe for the erection 
(Continued on page 8.) 
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Mr. Rowell, Mr. Zing sg, and site 
Bates Advertising Company. 


“ What do you think of our April 12th Ad, citing the successful 
business we have built up for the Waltham Manufacturing Com- 
pany?” inquired the Bates representative. 


“TI think the point is good,” replied Mr. Rowell. 


“ My only criticism is, that people will be skeptical about the 
$150,000,000 customer,” said Mr, Zingg. 


“No,” remarked Mr. Rowell; “the Bates people have covered 
that point and show they are in earnest about it by putting in the 
figures twice.” 

“We are in earnest,” said the Bates man. “ We suc- 
ceed because our Chairman is a successful manufacturer. 
He placed his own goods on the market by advertising; 
in eight years built up the largest business of its kind in 
the world, with one exception, among hundreds of com- 
petitors. He knows the pitfalls, and how to avoid the 
leaks that eat up the gross profits. He makes Selling by 
Advertising the prime requisite—o¢t Advertising alone. 
He can look at the proposition from the Manufacturing, 
the Advertising, and the practical Selling points of view.” 

“The difference between advertising and selling, lies in the results, 
That is just the difference between our organization and ordinary agencies ; 
between the Waltham ad and the ordinary ad—we simply gave an instance 
of success obtained for ome customer and obtainable for any concern whose 
goods are salable. We are, in fact, a ‘Selling Company.’ As a manufac- 
turer makes a specialty of manufacturing, so we make a specialty of se//ing.” 

“We have combined advertising and business getting in a 
new way; our methods go so far beyond the province of the 
Advertising Agent that they reach clear to the Sales Manager’s 
desk. We bridge the gap that has always existed between the 
advertising and selling departments.” 

There is no lost motion between the Bates Advertising Company and 
the Manufacturer. Every fact is taken advantage of—the faintest glow of 
interest in the goods is nourished into a living order. 

Every manufacturer who writes us a letter receives the 
proofs. Until that letter is received we cannot explain why it 
is that we act as Advertising avd Selling Agents, instead of 
merely as Advertising Agents. 


THE BATES ADVERTISING COMPANY, 


CONVERSE D. MARSH, Chairman Executive Committee, 
182 WILLIAM STREET, NEW YORK. 
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of a fence about the cemetery at 
Brattleboro, which was the home 
of the Fisks, on the ground that 
none was needed, because no cone 
that was out of it wanted to get 
in, and none of those who were in 
could get out. It was he, also, 
who gave rise to the phrase: 
“Gone where the woodbine twin- 
eth,” as applied to securities that 
had been pledged; that is “spout- 
ed” in the vernacular of the Street. 
As the Virginia Creeper, miscalled 
Woodbine, commonly grew over 
the waterspout, on New England 
farm houses, the expression, in 
Fisk’s active fancy, seemed appro- 
priate. I recall two well looking 
ladies, evidently friends of Fisk’s, 
who resided at the St. James Ho- 
tel, and were spoken of, behind 
their backs, as “Erie common” and 
”Erie preferred, ” Fisk, at that time, 
being in control of the Erie rail- 
road. 

In later years Mr. J. Henry 
French, the dramatic publisher and 
theatrical manager, grew to very 
much resemble Fisk in personal 
appearance, and I recall one stroke 
of genius on Henry’s part that 
seemed to me worthy of a finan- 
cier. He controlled the libretto of 
a certain opera troupe, that would 
be on sale wherever a performance 
was given, and sought advertise- 
ments for the blank pages, covers, 
etc., as is common enough; but, 
instead of assuming to print a 
specified number of hundreds or 
thousands, and charging a round 
price for the service, he said noth- 
ing about the size of the edition, 
but bargained with advertisers for 
a fixed price for each performance 
where the libretto was used. A 
piano man or a dealer in furs, or 
diamonds, might pay $25 a night 
for one hundred nights, or a to- 
tal of $2,500 for an edition, which 
if plainly stated to him would have 
seemed over-priced at $250 or even 
$125. Henry was a boy then, and 
he did very well with his libretto; 
in fact, though a man of marked 
ability, he never showed more 
knowledge of high finance than in 
this effort of his youth. 

Arriving at the foot of ey 
street, on the morning of April 1 
1867, my wife and I walked up the 
street to City Hall Park and gazed 


with pride at the new sign, already 
in place, over an entrance to the 
Times Building, then called the 
New, although it has since been 
torn down and replaced by the ele- 
gant structure now apparently 
nearing the original height of the 
Tower of Babel, and still falling a 
good deal short of that still more 
wonderful structure, the still newer 
Times Building, situated at Broad- 
way and 42nd street. 

I recall one incident of the final 
parting from Boston that caused 
considerable comment at the time 
among those interested. The firm 
was to be dissolved, some would 
come away, and some remain. The 
pleasant associations of one or two 
years were to end. Mr. Dodd, who 
had a keen sense of humor, sought 
a confidential interview with 
Pierce, the bookkeeper, stated the 
case to him, suggested the advis- 
ability of taking some steps to 
mark the occasiun; possibly by a 
supper at Parker’s, or something of 
that sort. Pierce listened intent- 
ly, was fully in accord with the 
idea, and willing, more than will- 
ing, to do his share. “How much; 
Pierce,” asked Dodd, “would you 
subscribe toward paying the ex- 
pense of the entertainment?” To 
which inquiry, Pierce, with en- 
thusiastic generosity and interest, 
forgetful, perhaps, at the moment 
of the moderate figure that repre- 
sented his salary, responded, “Tl 
give three dollars.” Dodd was 
more than gratified. he was delight- 
ed; and said to Pierce, clapping 
him heartily on the shoulder, | 
think that will be all we shall need 
to pay for the whole thing!” The 
celebration, as a matter of fact, 
never did take place. 
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“LETTERS OF CREDIT.” 
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The Publisher cf one of the most 


successful daily newspapers — 


in the United States—-subscribes for more than five 
hundred copies of Printers’ Ink, to be sent each 
year to his advertisers and local tradesmen whom 
he believes ought to advertise in his paper. 
Every subscription is paid for cash-in-advance. 
This expense is a part of his annual appropriation to 
advertise his publication. 


* * * 


Six years ago his paper didn’t amount to very 
much—to-day it is one of the most valuable news- 
paper properties in America. The Little School- 
master is one of its solicitors for advertising patron- 
age, probably one of its most effective, and certainly 
one of its most economical ones. 


* * * 


There are scores of other newspapers all over 
the country that could follow the above practice 
to their advantage. Some could muster ten, some 
twenty, some fifty, some a hundred or more names 
of large and small merchants within their territory 
that could be made converts to advertising if they 
absorbed the spirit and information which PRINTERS’ 
Inx would bring to them fifty-two times a year. 


A special cash rate will be made to publishers 
for that purpose. Address 


CHAS. J. ZINGG, Manager, 
Printers’ Ink Publishing Co., 


10 Spruce Street, NEW YORK CITY. 
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THE NEW TRADEMARK 
ACT. 





Manufacturers will be interest- 
ed in the pamphlet entitled “Reg- 
istration of Trademarks under the 
New Trademark Act,” which has 
just been published by John Byrne 
& Co., law book publishers, Wash- 
ington, D. C. The author is 
Arthur P. Greeley, formerly As- 
sistant Commissioner of Patents 
and a member of the Commission 
appointed to revise the patent and 
trademark laws. Mr. Greeley 
points out the deficiencies of the 
old Trademark Act of 1881 and 
explains the provisions of the 
new Act which became effective 
on April 1st. The text of the new 
Act is also given, 

The trademark law that has 
just gone into effect was urged 
upon Congress because the Act of 
1881 did not give to registrants 
any remedy against infringers 
which the owner of an unregis- 
tered mark would not have under 
the common law. The new Act 
in addition to providing for the 
registration of all marks which 
under the common law can _ be 
considered trademarks, and pro- 
viding that marks used in inter- 
state commerce or in commerce 
with foreign countries, or with 
Indian tribes, may be ‘registered, 
provides for giving to registrants 
advantages not given by the com- 
mon law in respect to the extent 
of damages; in respect to deliver- 
ing up for destruction copies of 
infringing marks; in respect to 
the enforcement of an injunction 
granted in any one of the Circuit 
Courts; in respect to the juris- 
diction of the United States 
Courts in controversies respecting 
the use of registered trademarks 
in interstate commerce, and in 
respect to the exclusion from en- 
try at custom houses of mer- 
chandise falsely bearing a regis- 
tered trademark. 

Under what is termed the com- 
mon law of trademarks’ (says 
Mr. Greeley) the right of owner- 
ship in a trademark—that is, the 
right to its exclusive use—belongs 
to the person who is the first to 
adopt and use it, and this right 
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may be protected by injunction. 
It is also well settled by decisions 
of the courts, under what is 
known as the “doctrine of unfair 
competition,” that no one will be 
permitted to copy a label or name 
used by a competitor in business 
or to otherwise so dress his goods 
as to lead the public to believe 
that they are the goods of the 
original user of the label, name 
or distinctive style of wrapper 
even though these things in them- 
selves may not amount to a trade- 
mark. The new Act does not 
make any change in the common 
law of trademarks or in the doc- 
trine of unfair competition, so the 
owner of a trademark who fails 
to register it under the provisions 
of the new Act does not lose his 
right of ownership or forfeit his 
right to the protection of the 
courts against infringers. But 
while the new Act does not com- 
pel registration of unregistered 
marks or re-registration of marks 
previously registered, its provi- 
sions are such that owners of un- 
registered trademarks entitled to 
registration will find the advan- 
tages resulting from registration 
under the new Act so important 
that they should not fail to regis- 
ter, and the owners of trademarks 
registered under the Act of 1881 
will probably find it worth while 
to re-register under the new Act 
for the sake of securing the ad- 


ditional remedies it provides 
against infringers, 
The principal differences be- 


tween the new Act and the Trade- 
mark Act of 1881, as set forth by 
Mr. Greeley, are as follows: 


Under the Act of 1881 only trade- 
marks used in foreign commerce or 
commerce with Indian tribes could be 
registered. The new Act permits the 
registration of trademarks used in 
domestic commerce as well, provided 
their use is not wholly within a single 
State. 

Under the Act of 1881, as construed 
by the Patent Office, only such marks 
as in the opinion of the Commissioner 
of Patents could be considered trade- 
marks in a strict technical sense were 
permitted to be registered, and from 
the Commissioner’s decision there was 
no appea!. The new Act permits the 
registration of all marks which under 
the common law could be considered 
trademarks, and the final decision as to 
the registrability of a mark does not 
rest with the Commissioner of Patents 
but with the Court of Appeals of the 








PRINTERS’ INK. I 


District of Columbia, composed of 
three judges. 

Under the Act of 1881, applicants 
for registration have been required by 
the Patent Office to eliminate from 
the drawing of the mark filed with 
that office all details but those con- 
sidered essential features of the mark, 
with the result that in many cases the 
trademark registered would not be 
easily recognized as the trademark 
actually used. The new Act permits 
trademarks to be registered in the form 
in which they are actually used, 

Under the Act of 1881 the owner of 
a registered trademark has a right of 
action in the United States courts only 
against an infringer who is using the 
mark in foreign commerce or commerce 
with the Indian tribes. The new Act 
goes further and gives him the right 
of action against an infringer who usts 
the mark in interstate commerce as 
well. 

Under the Act of 1881 the owner of 
a@ registered trademark can recover in 
a suit for damages against an infringer 
no more than he could recover under 
the common law—that is, only such 
actual damages as can be prove The 
new Act provides that where a ver- 
dict has been rendered in favor of 
the plaintiff, the Court may, according 
to the circumstances of the case, enter 
judgment for increased damages to the 
extent of not more than three times the 
actual damages found, thus age gy « 
the infringer to pay a penalty for his 
infringement as well as to pay such 
damages as can be proved. In such 
cases the Court may also, under tae 
new Act, order the defendant to deliver 
up for destruction all labels, wrappers 
or receptacles bearing the infringing 
trademark. The act of 1881 provides 
for no such penalty. 

Under the new Act individual names, 
or names descriptive or geographical, 
which are not in themselves legitimate 
trademarks, may nevertheless be regis- 
tered as such provided they have been 
in actual and exclusive use for ten 
years and are recognized by the pur- 
chasing public as the distinguishing 
marks of the person using them. On 
the other hand no portrait of a living 
individual may be registered as a trade- 
mark without the written consent of 
such individual, nor can any design 
Tegistered that ‘“‘consists of or com- 
prises the flag or coat-of-arms or 
other insignia of the United States, 
or any simulation thereof, or of any 
State or municipality, or of any for- 
eign nation.” 


Owners of trademarks are re- 
quired to give notice to the public 
that their mark is registered by 
printing on it the words “Regis- 
tered in U. S. Patent Office” 
(which may be abbreviated if de- 
sired to: Reg. U. S. Pat. Off.) or, 
where these words cannot be con- 
veniently printed on the trade- 
mark itself, by affixing a label 
containing a like notice to the 
package. 





F ACTS versus 
CLAIMS. 


On January 20, 1905, following 
a detailed report of its own circu- 
lation, the Chicago Daily News 
said: “The Daily News regrets 
its inability to quote the circula- 
tion of the other Chicago newspa- 
pers, and this because with the 
single exception of the RECORD- 
HERALD, no other Chicago news- 
paper makes a complete, detailed 
publication of the actual sales of 
all its editions.” 





The CHICAGO RECORD- 
HERALD Circulation for 
Jan, and Feb., 1905: 


Daily Average, 148,821 
Sunday Average, 202,098 
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LAFAYETTE YOUNG, Publisher. 





EASTERN OFFICES: 
Evaene Van Zanpt, 166 World Building, 
New York, N. Y. 
ELMER WILSON, 87 Washington Street 
Chicago, Il. 
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A TEXTILE CAMPAIGN. 


Woolen undergarments have a 
pernicious way of shrinking at 
the armholes because sleeves are 
knit the same width from cuff to 
armhole and stretched at the 
latter point before being put on 
sale. The Springfield Knitting 
Co., of Springfield, Mass., has 
special machinery’ that _ knits 
sleeves larger at the armholes, 
making a garment that never 
shrinks or binds, giving comfort 
as long as it lasts. This make of 
underwear is called by the trade 
name of “Alma,” and the company 
has built up a large demand 
through regular channels of re- 
tailing. No goods are sold to the 
public direct, as it is very im- 
portant to maintain trade lines. 

Last summer the company be- 
came interested in general adver- 
tising through facts presented by 
Mr. Balmer, of the Butterick 
Trio, showing the opportunities 
for textile publicity. An appro- 
priation of $2,500 was made for 
magazine publicity, and in August 
and September large ads describ- 
ing “Alma” garments were run 
in the Delineator, Designer, New 
Ydea Woman’s Magazine, Good 
Housekeeping and Ladies’ Home 
Journal. Children’s sizes were 
selected for description, and the 
chief feature of the ads was the 
special non-shrinking sleeve. Av- 
erage retail prices were printed 
and readers instructed to inquire 
at local dealers first. If the gar- 
ments were not found there, then 
the company mailed a booklet for 
a dealer’s name, and if the names 
of three friends with children 
were added, a pair of abdominal 
bands were sent free to the in- 
quirer. 

This advertising, in two months, 
produced more than 6,000 replies, 
all of which came from small 
towns where the “Alma” line was 
not on sale. The goods are high- 
grade, and carried by large stores 
in the cities. City readers went 
to the stores, with the result that 
direct and profitable increases of 
business were traced in New York 
and other centers. These indirect 
returns from the advertising were 
best. The replies from small 
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towns gave some trouble, for 
owing to its trade relations the 
company could not sell direct, and 
difficulty was found in evolving a 
plan whereby the goods could be 
put into the hands of people who 


had been led to want them 
through advertising. In point of 
interest aroused, however, the 


campaign was conspicuously suc- 
cessful, for in addition to the city 
trade established and the stimulus 
put upon retailers, the company 
secured its 6,000 inquiries at a cost 
of from twenty-seven to thirty-six 
cents apiece. 

The campaign illustrates diffi- 
culties in many manufacturing 
propositions that are not taken 
into account by advertising men 
in advocating the use of publicity. 
If the Springfield Knitting Co. 
could eliminate from magazine 
circulation the readers in small 
towns, reaching only persons in 
cities where goods are on sale, it 
could operate upon a much larger 
scale. But a way must be found to 
take care of country trade before 
magazine advertising can be made 
practicable. Covering the large 
cities with daily newspapers would 
be far more costly than magazine 
advertising, and seems to be out 
of the question. Prior to this 
campaign, the company had se- 
cured considerable newspaper pub- 
licity by furnishing retailers with 
advertising illustrations and pay- 
ing cash prizes for ads about 
“Alma” garments, prizes not be- 
ing awarded for size of space used, 
but for effective wording, typo- 
graphical arrangement. and _ the 
most forceful arguments on the 
non-shrinking feature of the 
sleeve. At the outset this method 
of obtaining newspaper publicity 
brought good results, but after a 
time retailers seemed to become 
somewhat indifferent to it. 

> 


Where Can You Equal It? 








Actasl 85 cents flat or less than { cent 
ivecnaes ber line r 1,000 bone-Ade paid 
E. circulation among y Ger- 

Circulation} man coun y, people —no dead. 
152,062 beats, no w: Conti 
be , ad | any time. 








Lincoln Freie Presse 


LINCOLN, NEB. 
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A Roll of Honor }) 


(THIRD YEAR.) 


No amount of mouey can buy a piace in this list for a paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed ny statement. duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL OF Honor of the last named character are marked with an (> ) 


These are generally regarded the 


aes who believe that an advertiser has a right 
to know wnat he pays his hard cash 





Announcements under this classification, if entitled as above. cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase =| circulation 
ean be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules ot the American News- 





paper Directory. 


ALABAMA. 


hens, Limestone Democrat, weekly. 


At R. H. 
Walker, pub. Actual areraye for 1904, 1,011. 


Bismingbom. Ledger. ay. Average for 1904, Agt 


20,176. E. Katz., 8.A.,N 
ARIZONA. 
Phoenix. Republican. Daily average for 1904. 
6,889. Chus. T. Logan Special Agency, N. Y. 


ARKANSAS. 

Fort col mes daily. In 1903 no issue 
less than 2,250. Actual average for October, 
November and December, 1904, 8,646. 

Little Reck, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, 10,000. | 

| 


CALIFORNIA. | 


Fresno, Mornin lo wae Aver, 1904, | 
6,415. LaCoste 


Maxwell, N. Y. & Chicago. | 
Mountain View, Signs of the Times. Actual 
weekly average for 1904, 27.108. | 


San Francisco, Call, d’y and 8’y. J.D. Spreck- | 
els. Actual daily averuge for year ending Dec., | 
1904, 62,282; Sunday, $7,947. 2 


tec 


Denver. Clay’: Review ; weekly ; Perry A. Cla 
Actual average for 1904, 10, eed (oe). . 


Denver, lost, daily. Post Frintieg and Pub- 
ishing Co. Ar e for 1904, 44. aris Average 
Sor March, 1905, 47,856. Gain, 8,27 


t@ The absolute correctness ofthe latest | 
circulation rating accorded | 
the Denver Post is guaran- | 
teed by the publishers of the 
American Newspaper Direct- | 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully coniro- 
verts its accuracy. 


CONNECTICUT. 
Martiord, Times, daily. Ao: Sor 1904, 
7.547. Perry Lukens, Jr.. N. Y. 


Meriden. Morning Record and Republican. 

daily average for 1904, 7.559. 
New Haven. Evening Register, or. Actual 

av. for 1904, 18,6183 3 Sunday, 11, 107 

New Haven. Qoldsmith and Silversmith, 
monthly. Actual average for 1903, 7,817. 

New Uaven. Pal!adium, daily. Average for 
1904, 7.85%. E. Katz, Special Agent, N. Y. 
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New Haven. Union. 
Katz, Special Agent. N. Y. 

New London. Day, ev’g. Aver. 1904, 5,855 
—T yon over ’03,242, E. Katz, Spec. Ad, 


Av. 1904, 16,076. E. 





Seay Bulletin, morning. Average for 1903 
4,988; for 1904, 5,850; now 5,546. 


Norwalk, Evening Hour. Daily average year 
ending Dec., 1904, 8,217 (3). 


b gg oy Republican, dy. Aver. for 1904, 
5.770 ‘oste & Maxwell Spec. Agents, N. Y. 


DELAWARE, 


Wilmington, Every Evening. Average guar- 
anteed circulation for 1904, 11,460, 


Wilmington. Morning News. 
paper in State. Th 


DISTRICT OF COLUMBIA. 


Washington, Ev. Star, daily and Sunday. 

Daily average for 1904. 85.502 (© ©). 

soamga Tribune, weekly. Average for 1904, 
"Emtth & Thompson, Rep., N. Y. «& Chicago. 


Washington, Evening Star, dail ‘oo _ 
day. Daily average for 190k, 85.50: 


FLORIDA. 


Jacksonville, Metropolis, d’y Av. 1904, 8,760. 
| E. Katz, Sp. Ag. N Me Ze ™ ” si 


GEORGIA. 


Atlanta. Journal,dy. Av. 1904, 48,688, Feb., 
1905, 44,811. Semi-weekly 45, 867. 


Atlanta. News. Actual “Actual daily average. 1904, 


Only morning 
ree mos, end. Dec., 1904,10,074. 


| 24.280. 8. C. Beckwith, Sp. Ag., N. Y. & Chi. 


Augusta, Chronic y mornin | 
1904 average. daily ‘568 15 nade 7,4 
IDAHO. 
riers Evening Capital News. Daily average 
190k, 8.296; owre - February, 190 4,580. 
Actual circulation March / 1, 1905, 4,815, 
ILLINOIS. 
An Daiiy and Sunday average 


Cairo, Citizen. Daily Average 1904, 1,196. 
weekly, 1,127. ~ i 

Champaign. Daily News. In January, 1906, 
no day’s issue of less than 2,800. 

Chieago, Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Average for 1904, 4,100 (OO) 
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Chicago, Breeders’ Gazette, stock farm,week- 
rs Pub. Co. Actual average for 190s 
Ue.ssoy7 1904, 67, tc Sr 
Chicago. Farmers’ s’ Voice Actual weekly aver- 
age year ending December. cember..1904, 25,052 (#). 


Ohieago, Grain Dealers Journal.s.mo. Grain 
Dealers Company. Av. for 1904, 4,926 (0). 


Chicago. Gregg Writer, monthly. Shorthand 
and Typewriting. Actual arerage 1904, 18,750. 


Chieago. National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos, 1903, 6,250. 


Ohiecago, Record-Herald. Average 1904, daily 
145.761, Sunday 199.400. Average Jan. aud 
Feb., 195, daily 148.821, Sunday 202,098. 


Kewanee, Star-Courier. Av. for 1904. daily 
8,290, wy. 1,278. Daily ‘st 5 mos, '04,8,296. 


La Salle, Septventn, Polish, weekly. 
Average 1903, 1.805 


Peoria. Star, evenings ana Sunday morning. 
Actual averuge for 1904, d’'y 21,528, S’y 9,957. 


INDIANA. 


Evaneaville. Ovaries, ¢ ony and 8. CourierCo., 
pub. Act. av. ’03, 12 Sworn ar.’v4, 12.- 
B84. Smith@Thompon, Sp. = *RepaN. Y.& Chicago. 


Evansville, Journal-News. Ar. 1903, d’y 18,- 
$52, for '04,14,080. E.Katz,S8. A. N.Y. 
Goxhen. Cooking Club, monthly. Average for 
1903, 26.87%. A persistent medium, as 
wires keep every issue for daily reference. 





Indianapolia. News. dy. Aver. net sales in 1904, 
72,982. In February, 1905, 78,5838. 


Indianapolis. Star. Arer. net sales 1904 (all 
returns aud unsold copies deducted), 88,27 4 (:k). 


Marion. Leader, daily. W. B. Srectinne, Pub. 
Actual average for year 1904, 5.685. 


Manele, Star. Average net ate 190k (all 


returns and unsold copies deducted) 28,781. 
Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 1904, 28,815 


a ee Sun-Telegram. Sworn av, 1904, dy. 


South Bend. Tribune. Sworn daily average 
1904,6,589. Sworn arerage for March, 6,984. 


Terre Haute. Star. Av. net sales 1904 (all 
returnsand unsold copies deducted), 21.288 (3). 


INDIAN TERRITORY. 


Ardmore. Ardmoreite, daily and esemees 
Average for 1904, dy., 2,068; wy.. 8.291 


IOWA. 
Davenport. Democrat and Leader. Largest 
guar. city circu'n. Sworn worn aver. Mar., 1905, 7,191. 


Davenport. Times. Daily Daily aver. 1904, 9.895. 
Daily aver. Feb., 1905, 10.07%. Cir. guar. peter 
than all other Dar enport dail dailies combin 


Des Moines. Capital, daily. daily. Lafayette Young 
ublisher. Actuil average sold 1904, $6,888. 
resent circulation over 89.000. 

City circulation the aphctenad of any Des Moines 
newspaper absolutely guaran A pee erening 
eet gs ad carrying pa te ne of the rt- 
ment stores. Carries largest amount of local 
advertising. 


Des Moines, News. daily. Actual arerage for 
1904,42.620. B.D. Butler, N. Y. and Chicago, 


Dea Moines. Wallace's Farmer, wy. Est. 1879 
Actual average for 1904, 86.811. 


Museatine. Journal. Daily av. 1904, 5.240, 
semi-weekly 8,089, daily, December. 5,907. 


Ottumwa, Courier. Daily average for Dec- 
ember, 1904, 5.192. Tri-weekly average for Dec- 
ember, 1904, 7.975. 


Stoux aw, Journal. Dy. ar. for 1904 (sworn) 
21.784 av. for Dec., 1904, 28,808. Records 
always open. More readers in its field than of all 
other daily papers combined, 


Sioux Olty. Tribune, Evening. sworn 
daily, average 1904, 20,678: Mar., ‘008 28.708. 





PRINTERS’ INK. 


KANSAS. 


MWutchineson. News. Daily 1904,2,964. E.Katz, 
Agent, New York. 


Topeka, Western School Journal, educational 


monthly. Average for 1904, 7,308. 
KENTUCKY. 
Lexington. Leader. Av. ’0s. evg. 4,041, Sun. 
5,697, Mur. 05, evg.,4,652. E. Katz, Spec. Agt. 


Loutaville. Evening Post, dy. Kvening Post 
Co., pubs. Actual arevage for 1903, 26,964. 


Paducah. News-Democrat. Daily net av. 1903, 
2,904. Yearending Dec. 31, 1904, 8, 008. 


Paduenh, The Sun. Average for February, 


1905 8,478. 
LOUISIANA. 
New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’04, 4,815. 


MAINE. 


Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual average for 1904, 1,269,641. 


Bangor. Commercial. Average for 1904, daily 
8,991, weekly 28.887. 


Dover. Piscataquis Observer. 
average 1904, 1,918. 


Lewiaton. Evening Journal, daily. 
1904, 7,524 (OO). weekly 17.450 (© ©). 


Phillipsa,Maine Woods ana Woodsman,weekly. 
4. W. Brackett Co. Average for 1904, 8,180. 


Portiand. Evening xpress. Ar age for 1904, 
daily 12,166, Sunday Telegram, 8,4 


MARYLAND. 


Baltimore, News, daily. Even- 
ing News Publishing Company. 
Average 194, 58,784. For 
March, 1905, 64,528. 
MASSACHUSETTS. 


Boston. Globe. Average for 1904, daily, 19%,- 
705, Sunday, 298.868. “Largest Circulation 
Daily of any to cent paper in the United States. 
100,000 more circulation than any other Sunday 

per in New England.” Advertisements go in 
morning and afternoon editions for one price. 


Boaton, Evening Lam pone te (412). Boston’s 
tea table paper. Largest amount of week day adv. 


Boston, Post Average omen 1903, daily. 17%, 
SOs; for 1904, 211.221. wston Sunday Post, 
average for 1903, 160,421: for 1904,177. 664. 
Largest daily circulation for 1904 in all New 
England, whether morning or erening, or morn- 
ing and evening editions combined. Second 
largest Sunday circulation in New “England. 
pened rate, 20 cents per agate line. flat, run-of- 

; Sunday rate. 18 cents line. The best 
edeertising propositions in New England. 


Boaton, Traveler. Kst. 1824. Actua! daily av. 
1902, 78.852. In 1903, 76.666. For 1904, aver- 
age daily circulation, 81,085 copies. 

Reps.: Smith & Thompson. N.Y. and Chicago. 


Actual weekly 


Aver. for 
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East Northfield, Record of Christinn Wort, 
mo. $1. Aver. for year end’g Dec. 31, 1903, 20.250. 
Die. 31, 1904, 20,660, Over 90 per ‘cent paid sub 
scriptions. Puge rate, $22.40 flat, provale. 


North Adama, Transcript. even. Daily aver. 
printed 1904, 5,895. Last 3 mos., 1904, 6,166. 


Sortagtets. Good Housekeeping,mo. <Aver- 
age 1904, 171.4 No issue in 1905 less than 
200, 000 copies. Au Wl advertisements guaranteed. 


W oreenter. Evening Post Post, daily. Worcester 
Post Co. Average for 1904. 1: 1904, 12,617, 


Pb ge ~] {Opinion Pu ame jue, daily (OO). 
rerage 1904, ; oak oe per in 
tnite States'on "pout of f . 
MICHIGAN. 


Adrian. Teiegram,dy. 1). W.Grandon. Ar. for 
1904, 4,164. Aver. for January, 1906, 4,847. 
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Flint, Michigan Daily Journal. Aver. yearend. 
Dec, 31, °04, 6.512 (2k). Av. for Dec 7,252 (2h). 


Grand Rapids, Evening Press dy. Average 
1904, 44, soz. ‘ 


Grand Rapids, Herald. Average daily issue 
last six months of 1904, 28.661. Only morning 
and only Sunda re its field, Grand Rapids 
(pop, 100,000) a Vestern Michigan ( pop, 750,000), 


Jaekeon, Press and Patriot. Actual daily 
average jor 1904,6,605,. Av. Mar., 1905, 7.282. 


Kalamazoo. Evening Telegraph. Last six 
mos. 194, dy. 9,812, Dec. 1¢ Dec. 10,086, 8.-w. 9,511, 


Kalamazoo, Gazette, daily, 1904, 10,811. 
Dec.11,087. Largest circulation by 4,500. 


Saginaw. Courier-Herald, og Sunday 
Average 1904, 10,288; February, 1905, 11,040. 





Saginaw. Evening News, te. Average for 


9904,14,816. March, 195,15 
MINNESOTA. 
Mi poll ka Amerik 
Swan J. Turnblad, pub. 1904,52,068. 
Minneupolis Tribune. W. J. Murpby, pub. 
Est. 1867. Oldest one daily. 1904, 
daly average, 87,92 last quarter o, 
194 wus Y222Ws 4m 71,221. et 
average for Kebruary, 1905, was 
net: March, 92,836. Sunday pn 
March, 72,516. 


CIRCULAT’N The Evening Tribune is guar- 
anteed to have a larger circula- 
tion than any other Minne or 
isn me te evening e 
tion. ler-delivery of 
th? daily Tribune in Minneap- 
olis is many thousands greater 
= ~~ ve any other news- 
Poper city . 
m. News. @ me exceeds 40,000 YY. e 
"paper Diree- Tribune ia the reeognized 
tory. Want Ad paper of Minne- 


Posten. 





UA 
on 
TEED 


' 


Minneapolia, Farmers’ Tribune, twice a-week. 
W. J. Murphy, pub. Aver. for 1904, 56,814. 


Minneapolis, Farm, stock and Home, semi- 
monthly. Actual averige 1903, 78,854. Actual 
average 1904, 79.7 

The “aha ute accuracy of Farm, 
Stock & Home’s circulation rating 


is guaranteed the American 

(Leal Newspaper Directory. Circulation is 
AN oe teally coal to the furmers 
TEED Minuesota, Dakotas, Western 


Yisconsiu and Northern Iowa. Use 
it to reach section most profitably. , 


Pe. Journal, dail: Journal Print- 
oO. Aver. for 1903, 57.0 93 1904, nes 

Shows, 1905, 67.598. Feh., 1905, 67.86) 
The absolute accuracy of the 


Journal’s circulation ratings is 
guaranteed by the American News- 
GUAR paper Directory. It reaches a 
greater number of the purchasing 
re bo classes and goes into more homes 
than any of in its jield. It 

brings results. 


St. Paul. Dispatch, dy. Aver. 1904, 58.086. 
January. 1905, bi >01. ST. PAUL'S LEAD. 
ING NEWSPAPER. Wey aver. 1904, 78,951. 


&t. Paul. Globe, daily. Globe Co., publishers 
ctual average for 1904, 81.688. 


Paul. News, daily. Actual average for 
s908'86.204. B. D. Butler, N. Y. and Chicago. 





&t. Paul. Pioneer-Press. Daily average for 
1904 85,090, Sunday 80.484, 


&t. Paul. The Farmer. s.-mo. Rate, 35c. per 
line, with Se auee Circulation for year endirg 
Dec., 1904, 88,48 


St. Paul. Volkszeitung. Actual arerage 1904 
dy. 12,685, wy. 23.687. Sonntagsblutt 28,640. 


Winona. Republican and Herald, daily. Aver- 
age year ending December, 1904, 4,216. 
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MISSOURI. 


Clinton. Republican. W’y av. last 6 mos. 1904, 
3.840, D’y. est. Apr.,’04; ar. last 6 mos.’04, 800, 

Joplin, Globe, daily. Average 1904, 12.046. 
E. Katz, Special Agent, N.Y. N.Y. 

Kanaas City, Journal, d'y tape wy. Average 
Sor 1904, daily 64,114, week! weekly 199,890. 

Kansas City, World. dail daily. Actual average 
Sor 1904, 61,478. B. D. Butler, N, Y. & Chicago. 

St. Joseph, News and Press. Act. daily aver. 
for 1904, 85,057. Smith & Thompson, Eust. Rep, 

St. Louis. Medical Brief.mo, J. J. Lawrence 
A.M.,M.D.,ed.and pub. Av. for #4, 41,408. 

St. Louis, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (OO). E astern office, 59 Maiden Lane. 

&t. Louis, National Farmer and Stock Grower, 
monthly. Average for 1902, 68.588: average for 
1903, 106,625; average for 4 for 1904, 104,750. 

St. Louis. The Woman's” ts. o. Pr monthly. 
Women and home. Lewis oe Proven aver- 
age for 1903, 1.845.511. proven aver- 
age for t 12 months 1. 611, ons. Every issue 
guaranteed to exceed 1.500.000 copies—full 
count. Largest circulation of any publication 


in the world. 
MONTANA. 
Butte. American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 
NEBRASKA. 


Lincoln, Deutsch-Amerikan Farmer, _, weekty. 
Average year ending June, 4904, 149,808. 


Lincoln. Freie Press, weekly. giept cnn 
for year ending June, 1904, 152,0 


Lincoln. Journal and News. Daily, ‘patel 
1904, 26,888; February average 28,0. 


maha, Den Danske Pioneer, wy. Sophus F. 
Neple Pub. Co. Average for 1 1904, 81,628. 

Omaha, News. daily. Act Actual average for 1904, 
41,759. B.D. Butler, New York and Chicago, 


NEW HAMPSHIRE. 


Nashua, Mages ap ee dy.andwy. Daily aver. 
10 m0s. 04, 2,87 03 October, ’04, 8,169. 


NEW JERSEY. 
Camden. Daily Courier. Est. 1876. Net aver. 
circulation for 4 mos. end. Dec, 31, 1904, 8,687, 


Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average for 1904, 2,411. 


Jeraey City. Evening Journal. Arerage for 
1904,21,106. First 3 mos. 1905, 22,689. 


Newark.Evening News. Somten News Pub. 
Co. Av. for March, 1905,61,40 


Newmarket, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for 1903, 5,125. 


W ashington, Star. wy. Sworn av. 03, 8,759. 
Sworn aver. 04. 8.981. More oman subs. than 
any five other Warren Co, papers. 


NEW YORK. 


Albany, Journal, evening, Journal Co. Daily 
average ‘or 190b, 18,238 


Albany. Times-Union. every evening. Est 1 
Av, for 194, 80,487; Jan. and Feb., 05, 82, vis, 


1903, 





Batavia, News, evening. 
6.487. Average 1904, 6,757. 


Binghamton. Evening Herald. daily. Herald 
Co. Average for first three months 194,153,210, 


Buffalo. Courier, morn.; Enquirer, even. VW. 
J. Conners. rer. for 1904, morning &0, 940, 
evening 82,702; Sunday arerage 78,584. 


byt a Evening News. Daily average 1904, 


Average 


Catskill. Recorder, weekly. Harry _ ees 
tor. 1904av.,8,636. Av. December. 8.7 


Cortland, Democrat, Fridays. Fst. 1840. Aver. 
1904, 2,296. Only Dem. paper in county. 
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conten, Leader 
6,288. First quarter 1905, 6 
Lyons. Republi 821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2321. 
Mount Vernon, Daily Argus. Average 1904, 
2.9138. Westchester r County L leading puper. 


Pn ne h, News, daily. 2 ay Av. for 1904, 4,722. 
000 more “oe all other Ne gh papers comvined. 


New Tork routing 


Mw. hi c 


evening. Average, 1904, 


6,428, 


hiiched 








merican wy., nstruc. 
(Also European caition.) ion.) “Average 1904, 20,189. 
Army & Navy Journal rnai Est. 1863. Actual weekiy 
average for 52 issues, 1904,9.871 (OO). Only 
Maitary paper awarded “* Gol *Gold Marks.” 


Baker’s Review monthly. W. kK. Gregory Co., 
publishers. Actual average J Sor 1904, 4,900. 


Benziger’s magazine, family monthly. Ben- 
ziver Brothers, Arerage for 1904,87,025, pres- 
ent circulation, 50,000 


Chpper, weekly (Theatrical). Frank Guee 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© @ (689). 
El Comercio, mo. Spanish export. J. Shep 
ard Clark Co. Average for 1904, 7,292. 
Forward, daily Forward Association. Aver- 
yo 1903, 48, 241. 
lasher, mo, est. 1881. Actual average od 


berd 
wna 7.000. Binders’ rit and Post 


rece:pts distributed monthly to advertisers. 


Hardware Dealers’ Magazine, morthly. 

In 1994, average issue, 17.500 (© ©). 

D.T.MA LLET, Pub., 253 Broadway. 

Leslie’s Weekly. Actual aver. year end. A 
1904, 69,077 (sk). Pres. av. over 75.000 week v. 


Leslie’s Monthly Magazine, New rom. Average 
circulation for the past 12 mouths, 248.946. 
Preseut average circulation 806, 169. 


Music Trade Review. music trade ana art week- 
ly. Average for 1904, 5.509. 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402. 


Pocket List of Railroad Officials. qly. Railr'd 
&Transp. Av. 1903, 17.992; April, 1904,19,728. 


The People’s Home Journal, 525.166 monthly, 
Good Literature, 452.888 monthly, average cir- 
culations for 1:94—all to = -in-advance sub 
scribers. F. M. Lupton, Publi 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,- 
918. Actual gain over 
1903, 3,917. 


The Wall Street Journal. Dow. Jones & C> 
publishe:s. Daily average ™ March, 1905, 18,100. 


The World. Actual arer. for 1904, Morn., 802,- 

885, Evening, 379.785. Sunday, 438,484. 
Rochester. ©ase and Comment. mo. Law. Av. 

Sor 1904, 30.000 ; 5 vears’ average, 30.108, 
Seeennrent ys Gazette. daily. A. N. Liecty. 
1902, 9. ovr. Actual average for 

5 | "623. 1904, 12.574. 

ye raeuse, Evening Heraid. daily. Herald Co. 
pub. Aver, 1904, daily 35,648, Sunday $9,161. 
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Utlea. National Electrical Contractor, mo. 
Average for 1904, 2,625. 

Uttea. Press, daily. otto A, Meyer, publisher. 
Average for 1904, 14,379, 


NORTH CAROLINA. 
pariette. Observer. North Carolina’s fore- 
ost newspaper. tual daily aver. 194, 6,148; 
Sanday, 8,408, semi- ni-weekly, 4,496. 
amnae Biblical Recorder. gee Average 
8.872. Average 1904, 9.756. 


NORTH DAKOTA. 

Grand Forks. Herald, dy. av. for yr. end. Feb.. 
05. 6,096. Will guar. 6. 000 Soryur..N. Dakota’s 
BIGGEST DAILY. La Coste & Maxwell, N.Y. Rep. 

Grand F orka, Normanden, weekly. Av. for 
1903, 5,451. Guar. 6,700 after Nov. 1, 1904. 


OHIO. 


Akron. Beacon Journal. Average 1903, 8.208, 
N. Y.. 523 Temple Court. Av. Nov., 1904, 10,708. 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1904, 79,460: Sunday 68,198. 
Mar., 1905, 80,601 daily; Sunday, 70,520. 

Washington Court House. se eae 

cord, weekly. Actual average 1903,1,77 

You pheno Vindicator. D'y av.’04,12, 020. 
LaCoste & Maxwell, N.Y. & Chicago. 

Zaneaville. Signal, daily, reaches S. E. Ohio. 
Guarantees 5,000. Average six mos. 1904, 5,814. 

Zanesville, ‘rimes-Recorder. Sworn arerage 
1905, 10.855. ranteed double nearest com- 
petitor and 50% in excess combined competitors, 


OKLAHOMA. 

Guthrie. Oklahoma Farmer, weekly. Actual 
average 1904, $8,898. 
Guthrie, Oklahoma State Capital, dy. an 
Aver. for 1903, daily 20.062, weekly Pray & 
Year ending July 4, 703, dy. 19,8638; wy. 28,119. 

Oklahoma City. The Oklahoman. /904arer., 
8,104; Feb., 05, 10,517. E. Katz, Agent, N.Y. 


OREGON. 

Portland. Oregon Daily Journal. Actual aver- 
age for*March, 20,054; actual aver age during 
1904, 15,204. 

PENNSYLVANIA. 

Cheater, Times, ev’g d’y. Average 904, 7.929, 
N. Y. office, 220 B’way. F R.Northrup, Mgr. 

Aug. Klenke, Mer. 


Frie. Peopie. al 


Average 1903, 3,08: 
Erle. Times, daily. aver. for an, jgsst. 


Mar., 1905,15,165, E. Katz. Sp. Ag., 


Harrisburg, Telegraph. Dy. sworn av. Dec. ’04, 
11,726. Largest ciren. in Harrisburg gqur't’d, 


Av. 








Philadelphia, American Medicine. w 
for 1902, 19.827. Av. March 1903,16,827. 


Philadelphia. Farm Journal, monthiy. Wil- 
mer Atkinson Company, publishers. Average 
for 1904, 593,880. Printers’ Ink awarded the 
seventh Sugar Bowl to Farin Journal with this 


ine hearde 4 
* swarded June 25th, 1902, by 
* Printers’ Ink, ‘The Liitle 


“* Schoolmaster’ in the Art of 

“* Advertising, to the Farm 

“ Journal After acanvass:ng 

“of “goes extending over a 

“neriod of half a year, t a among all 

“those published in the Unite tates, has been 

<< PrOnOwnCes the one that best serves its purpose 

avnde Sor the agricultu- 

sonal population, and as an effective and economi- 

“cal medium for communicating with them 
“ through its advertising columns.” 








Phiiadelphia, German Daily Gazette. Aver. 
circulation 1904, daily 49, sp a 87,898. 
Sworn statement. Cir. books 


le tree. Press Tnaily ane arerage year eud- 
ies sold. 


g Dec. 34, 1904, 118.242 net copies 


Philadelphia. Sunday School Times, weekly, 
Average for 1904. § 92.518. Send for rates to 
The Keligious Press A Phi p 
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Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of ‘‘The Bulletin’’ for each day in the 
montb of March, 1905: 


ee JS) eee 228,381 
| es 219,577 | 18........ 232,219 
_ 219,887 | 19....Sunday 
Dceseus 223,454 | 20........ 226,108 
5.... Sunday MRS chins were 225,041 
Dieusuces $20,687 | 28........ 226,933 
Desrueieny S07 207 | M....5055 227,682 
eee ee ee 224,711 
anaes 223,857 | 25........ 230,893 
ee 234,711 | 26....Sunday 

| eee 235,970 | 27........ 225,028 
12... . Sunday - eee 220,216 
ee 231,438 | 29........ 218,562 
ii aaates 231,595 | 30........ 214,444 
| ee 228,015 | 31........ 218,768 
ee 226,206 | 


Total for 27 days, 6,082,529 copies. 
NET AVERAGE FOR MARCH, 


220,218 copies per day 


“The Bulletin’s” circulation figures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 


William L. McLean, Publisher. 
PHILADELPHIA, April 4th, 1905. 
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Philadelphia. The Grocery World. Actual 
@veruge year ending August, August, 1904, 11,741. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 
March Circulation 
The following statement shows the actual cir- 


culation of THE KVENING TELEGRAPH for each 
- in the month of March, 1905: 
17 








147, 
Totai for 27 days" salve ey 
NET AVERAGE FOR ‘MARCH 


148,561 copies per day 


BARCLAY 8. WARBURTON, President. 

Philadelphia, April 5, 1905. 

Pittsburg, Lator World, wy. Ar. 4, V2,0 
618. Reaches best paid classof eibation. inU.R. 

Pottaville, Evening vena er ‘emeneeeied 
organ. Daily average 1903, ¢. 1903, 6,6 

Weat Chester, Local Ne News. daily. W. dH. 
Hodgson. Average for 1903 15,168. 

Williamaport. Grit. America’s Greatest 
Weekly. Net paid average 1904, 198.758. Smith 
a& Thompson, Reps., New zor ‘and Chicago. 

York, Dispatch, daily. e for 1904, 
8,974. Enters two-thirds of 3 Y rk homes. 


RHODE ISLAND. 
Pawtueket. Evening Times. Average daily 
for 1904, 16,850 sworn. 
Previdence, Daily Journal, 17,290 (OO). 
Sunday,20. 486 (©). Evening Bulletin 87. 886 
everaye 1904. Providence Journal Co., pu 


Weaterly, Sun. Geo. H. Utter, pub. Average 
1904, 4,480. Quly daily in So. Rhode Island. 
SOUTH CAROLINA. 
Oharleaton, Kvenin: og Actual dy. aver. 
for first 3 mouths 1905 4,110 

Columbia, State, Actual average for 1904, 
daily 8,164 copies, weekly 
2.251, Sunday 9,417 (OO). Act. aver. for last 
six months of 1904, daily 8,626; Sunday 9,912. 


&# The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 

Atlat-w anteed by the publishers of 
the American Newspaper Di- 

TEED : 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 


accuracy. 
TENNESSEE. 


eoga. Crabtree’s Weekly Press. Aver 
Ry d Decenber. 47.044 (%). 


Knoxville, Journal nal and Tribune. Average 
weekly, six months to Dec. 31. 1904, 14,500. 


Knoxville. Sentinel. Av.’04,11,482. Led near 














est cumpetitor 11,000 in adv ert’ng. 04, 6 days vs. 7. 


Memphis, Commercial vAppest, Y daily, Sunday, 
weekly. Average 190, 965, Sunday 
47.002, wonidy 86.840 (v64). Smith & Thomp- 
son, Represenatives N. ¥. & Chi icago. 


Nashville. eae daily. Aver. for year 1903, 
18.772; Ping 1904, 20.708. nly Nashville 
daily eligible to Roll of Honor. 

TEXAS. 


Denton. Record and to age Daily av. 
904,816. Weekly av., 2, The daily and 
weekly reach nearly Sar ant Por the tax paying 
Samilies of Denton county. _ 


El Paso, Herald. Dy. av. 190k, 4,211; Dec., 
1906, 4,485. Merchants’ canvass showed Heruld 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll at Houor. 


Paris, ee | dy. N. Furey, pub. Act- 
ual average, 1903, 1,827; iis, 1,881. 


VERMONT. 


s Barres Times, daily. F. E. Langley. Aver. 1904, 


Burlington, Daily News, b oyiins- Actual 
daily average 1904,6,.018 ; last 6 mos., 6,625; 
last 3s mos., 7,024 ; last month, 7,847. 


VIRGINIA. 


Norfolk, Dispatch, ae. Sworn average for 
1904, 9,481; March, 1905. 1905. 10,808, 


Richmond, News Leader, ¢ Leader, afternoons. Actual 
daily average om 28.575 (see American News- 
paper Direct It has xo equal in pulling 
power between fashington and Atlanta. 


Richmend, Times-Dispatch, morning. poet 
daily average year ending Dec., 1904, 20,17 
Hig rice circulation gts no waste or 
duplication. In ninety per cent of Richmond 
homes, The State paper. 


WASHINGTON. 
Seattle, Times. Actual aver. circulation Oct. 
Yor. and Dec., 1904, $7,090 daily, 45,450 Sun- 
day. By far largest daily and Sunday in State. 


a, Ledger. Dy. av. 1904, 14,864; Sy., 

524. Aver. 4 mos. venaine Jan. 
14,696, ‘Sy. 19,818. S.C. Beck- 
with, rep., Tribune Bldg., N. ¥.& Chicago. 


WEST VIRGINIA. 


Parkerabu Sentinel, a R. E. Hornor, 
ub. Average ‘or 1904, 2.820 (1054 


Wheeling. News. Daily paid cirewn 9.797, 
Sunday paid circw’n 10,829. For 12 months up 
to pom! 1, 1904 Guarantees a paid circulation 
equul to any other two Wheeling papers combined. 


WISCONSIN. 


La Crosse, Leader-Press evening. Actual 
average 905, 6,879. Average Dec., 194, 6,585, 


Milwaukee. Evening Wisconsin, d’y. 'vg. Wis- 
consin Co. Average for 1904,26.201; January, 
1905, 26,889, March 27.405 (@©). 


Milwaukee, Journal, daily. Journal Co., pub. 
Yr., end. Dec., 1904,87,170 Mar., 1905, 88,818. 


Oshkosh, Northwestern. dati A i Soe for 
1904, 7,281. December, 1904, 7, 


Wisconsin " Agrlealturit 
Ravine, Wis. 1877 
mec Ter 4 1908, » weekly, Se. 181. 
904, 87.254. 
7 paper whose cir- 
pa Fa is guaranteed by the 
American Newspaper EerenOry. 
Advertising, #2.80 per inch. 


WYOMING. 
Cheyenne, Tribune. Actual daily average for 
1904, 3,986. 


Rock Springs, Independent. Weekly average 
Sor 193, 1,055. First eight months 1904, 1,582. 


BRITISH COLUMBIA. 
Vancouver. Province, daily. W.C. Nichol 
a ant rts ae 1904, 7,426; average for 
larch, 1235, $,578. 


Victoria. eaneiat daily. Colonist P. & P. Co. 
Average for 1903,8,695; June, 1904, 4,808. 















































MANITOBA. CAN. 


Winnipeg, Ver Nordvesten, Western Canada’s 
pes - moh newspaper, covers the eatire German 


speak field. Aver- 
ot my *, months celia ieee 30, 1904, 10,798. 





W tnnipeg, Free Press, daily and weekly. <Av- 
erage for 194, daily, 25,698; weekly, 15,801. 

Datty: March, 1905, 23,555. 

NEW BRUNSWICK, CAN. 

St. John. Star. Actual: daily average for 
September, : 190k, 6,806. 

NOVA SCOTIA, CAN. 

Nalifax, Herald (© ©) and Evening Mail. 

Swors circulation exceeds 16,000. Flat rate. 
ONTARIO, CAN. 


Toronto. Canadian Implement and Vebicle 
Trade, monthly. Arerage for 1904, 6,000. 


Toronte, Evening Telegram. Daily, aver. 
1904, 81,884. Perry Lukens, Jr., N.Y. Repr. 
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Toronto. Star, daily. Sworn average cir- 
culation for March 1006. SY 9,021. Largest tn 
= of any evening paper published 

0. 


Toronto, The News. Average for —_ months 
He February 28, 1905,82,711 daily. Certified 
The Advertisers Bureau of Circwation Ex- 
Shinatlons. largest circulution of any 
evening paper published in Ontario, 


QUEBEC, CAN. 


Montreal, Heraid, daily. Est. 1808. 
aver. daily 1904, 28,850; 850 ; weekly, 18,886. 


Montreal. Journal of Ag Agriculture and Horti- 
culture. Semi-monthly. Average 1904, 61,427. 


Moutreal. La Presse. La Presse Pub. Co., 
td., publishers. Actual average 1904. daily, 
80,259; Av. Mar., 05, 95,826. Sat., 118,892. 


Montreal. Le Canada. Actual average 6904— 
daily, 19,287; weekly, 18.757. 


Montreal, Star.dvy.&wy. Graham &Co. Av. 
for 03, dy. sae wy. 122,269. Av. for 1904, 
dy. 56, 795, wy. 125, 240, 


Actual 





lo ©) GOLD MARK PAPERS@O) 





(OO) Advertisers value these ane papers more for the class and ee of their circulation than for 


+ od mere number of copies print 
the sign ©.— Webster’s DH ONGEY. 


Among the old chemists 


d was symbolically represented by 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory. one hundred and nine are distin 
marks (@6O), the meaning ms which is anes 


mmed from all the others by the so-called gold 


a 


bhlicati 


having the gold marks in the 





Announcements urder thi 


Directory, cost 20 cents per line & week, ae 5 itee (the smallest advertisement accepted) cost 
$20.80 for a full year, 10 per cent discount, or $18.72 per year spot casb, if paid wholly in advance, 





WASHINGTON, D. C. 
THE EVENING STAR (©O), Washington, D C. 
Reaches 90% of the Washington homes. 
ILLINOIS, 
TRIBUNE (© ©). Only paper in Chicago 
ceiving this = because TRIBUNE eae being 


satisfactory resull 
BAKERS’ HELPER, (© ©), scien, ou ouly. “Gold 


Mark” baking journa dest, la best dail 


known. Subscribers in every State and Srsbteny, 


MASSACHUSETTS. 
BOSTON PILOT (Qo. , every § eter. Somme 
Catholic. Patrick M. Donahoe, manager 
BOSTON EVENING G TRANS ‘RIPT (©O), estab- 
lished 1830. The only gold nark daily in Boston. 
MICHIGAN. 
Grand Rapids, Furniture Record (QO). Only 
national paper in its field 
MINNESOTA, 


TSENORTHWESTERN MILLER |<. 


¢ in oy =“ yt - rk over the Peat The 
only “Gold Murk” milling journal (OO). 





NEW YORK. 


HARDWARE DKALERS’ MAGAZINE. 
- 1904, aU je 188ue, 17,500 (OO). 
D.'t. MALLETT, Pub.. 253 Pub.. 268 Broaaway, N.Y. 


NEW YORK HERALD (@¢ (@©). Whoever men- 
tions America’s eoeny newspapers mentions 
the New York HERA 





HE NEW YORK TIMES (©©), Times Square, 
“Alith news that’s fit to print.” Netcircu lation 
in metropolitan district exceeding 100,000 copies 


y- 


ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers: largest largest weekly circulation. 


BUFFALO COMMERCIAL (@©). Desirable 
because it always produces satisfactory results, 


CENTURY MAGAZINE (© ¢ ©). There area few 
gecere in every community who know ~—_ 
all the others. These people 
CENTURY MAGAZINE. 


NEW YORK seas (© ©). daily and Sun- 
day. Established conservative, clean 

and up-to-date plc, whose ers repre- 
sent intellect and purchasing power toa high- 
grade advertiser 


Onto. 


CINCINNATI — o eat Great—influ- 
ential—of world-wide fame. advertising 
prosperous Middle 





THE POST EXPRESS (© , N.Y. 


Best advertising medium OM Sas 
ENGINEERING NEWS (@©O0).—Most gaa 
and ably edited.—Times. Chattanooga, Te 


VOGUE ). the authority on ae. Ten 
ena n ne tin year 364 Sth Ave., New York. 


in and 
information supplied by Beckwith. 5 N.Y.-Chicago. 
PENNSYLVANIA. 





THE PITTSBURG DISPATCH ( ), a home 
delivered circulation among those of ali classes 
with money to buy. 
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THE PUBLIC LEDGER (©©), the OnLy news- 

= aed admitted into thousands of Vhiladelphia 
omes. “Philadelphia’s lanamarks: Independ- 

ay Hall and Public Ledger.” Circulation grow- 
ing faster than for 50 years; leader in Financial 
Educational, Book, Real Estate, ——. and all 
other classified adver tising that coun 


SOUTH CAROLINA. 


THE STATE (@©), Columbia, 8. C., reaches 
every part of South (Carolina. 


VIRGINIA. 

NORFOLK LANDMARK (© ©) the reosanined 
medium in its territory for investors and buy- 
ers. Holds certificate from the Association of 
American Advertisers of bona fide circulation. 
If you are interested, ask to see voluntary let- 
ters from advertisers who have gotten splendid 
results from LANDMARK. 


WISCONSIN. 


THE MILWAUKEE y hag he gum 
(@©), one of the Golden Dozen Newspapers. 


CANADA. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation exceeds 16,000, fiat rate. 


THE TORONTO GLOBE (co) 


25% larger circulation than any other morning 
paper in Canada, U.8. “ses anime BRIGHT 
& VEKEE, Tribune Bidg. np a 

el 
WHAT'S THE MATTER 
WITH THE HEARST 


NEWSPAPERS? 


We publish a newspaper in New York—it 
has by a good many hundred thousand the 
Jargest circulation in New York. 

We publish a newspaper in Boston, and, 
although but recently established, it has the 
largest circulation of any newspaper in 
Boston. 

Our Chicago newspaper has the largest 
circulation in Chicago, our San Francisco 
newspaper has the largest circulation in San 
Francisco, and the same is true of our news- 
paper published in Los Angeles. 

Our German newspaper, Das Morgen 
Journal, published i in New York City, has a 
larger circulation than any German news- 
paper published in the. United States. 


In New York, ie yl World has— 
according to its sworn affidavit, published in 
Printer RS’ INK—379,735 circulation, or one- 
half the circulation of the Zvening Fournal. 
— New York Evening Fournal, April 12, 
1905. 

The circulation of the World is 
the average issue for a year. It 
is based on a statement that act- 


ually means something. The 
Journal of April 11 purports to 
show an average issue for the 


month of March, 1905, of 725,558 
—not exactly copies; but press 
revolutions. No one _ supposes 
that anybody connected with the 
Journal, knows or could make a 
very good guess, as to the num- 
ber of complete and perfect copies 
of that paper that are printed 
from day to dav; and it is sup- 
posed by some, that if copies not 
sold were eliminated from copies 
printed, the net number actually 
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paid for would be less than the 
average output of the World, 
which are known to correspond 
with cash receipts. 

The Journal’s March statement 
of press revolutions gives 769,100 
for the first day, and 704,300 for 
the thirty-first. When PRINTERS’ 
INk’s attention was directed to 
the same matter, one year ago, the 
Evening Journal then claimed to 
issue between one and two hun- 
dred thousand copies more than 
it claims to-day. The editor of 


Rowell’s American Newspaper 
Directory says he is never able to 
get any definite data about the 


real issues of any of Mr. Hearst’s 
papers except the San Francisco 
Examiner. Everybody knows that 
the Boston enterprise is a failure. 
The advertisers of Chicago seem 
to have the same impression about 
the paper issued there. Possibly 
the Los Angeles venture is the 
flattest of the lot, and now the 
New York giant finds something 
to brag about that its present is- 
sue, counted by press revolutions, 
does not fall much more than 
125,000 copies below the record 
of last year. 





os 


HONEST AND 
HONESTLY. 


Don’t use statements in your adver- 
tisement that indicate false representa- 
tion of goods or prices. The people 
can detect a falsehood in an advertise- 
ment with more accuracy than the ad- 
vertiser who oe them there. He 
may have fooled himself when he put 
it into his ad, but he can’t fool the 
people. They are as good judges of 
human nature as he is, and the man 
who thinks he can succeed by fooling 
the people makes a mistake when he 
allows his ads to convey that intention: 

The public cares more for honesty in 
the statements of a store than it does 
for price and goods, and if you can 
convince a man that he is getting a 
square deal he wili give you his trade, 
regardless of how competitors cry “cut 
prices” at him.—News-Dispatch, Lead- 
ville, Colo. 


BE TALK 


~——- 
THE concluding felder 
sent to many thousands of electrical 
supply dealers and users of incan- 
descent lamps is an effective “clincher” 
of previous arguments, designed to draw 
a_ direct inquiry. From the Buckeye 
Electric Co., Cleveland. 
or 
“ADVERTISING DoNn’ts” is a booklet of 
advertising advice from the Lawes Com- 
pany, St. Louis. It is, for the most 
part, commonplace and general advice, 
with no direct bearing on the agency’s 
own service. 





in a_ series 
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THE WANT-AD MEDIUMS — 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 





CALIFORNIA. 
‘(HE 11MEs prints more * Want” and otherclas- 
sified advertisements than the other five 
newspapers in os Angeles combined. it 1s the 
medium for the exchange of commercial intelli- 
gence throughout the » hole Southwest 
Rute—ONE CENT A WORD FOR EACH INSERTION; 
minimum charge 25 cents. Sworn daily average 
for vear 1904, 37.702 copies. Sunday circulation 
regularly exceeds 61.000 copies 


COLORADO, 

fe Kk Denver Post, Sunday edition, April 9, 

1905, contained 7.600 different classified ads, 
a@ total of 143% columns, ‘he Post is the big 
Want medium of the Rocky Mountain region. 
The rate for Want :dverusing in the Post is ic. 
per line each insertion, seven words to the line. 

CONNECTICUT. 

M EKIDEN, Conn., RECORD covers fleld of 50,000 
4 population ; working people are skilled 
mechanics. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DELAWARE. 


Ww ILMINGTON people use the EVENING JouR- 
NAL for “Want ads.” Foreign advertisers 
cup sately follow the home example. 








N Delaware the only daily paper that guar- 

antees circulation is very Evening.” it 

earr:es more classified advertising than all the 
other \Vilmington papers combined 


BISTRICT OF COLUMBIA, 
: er Washington. D. C., EVENING STAR (©©) 
carries DOUBLE the number of WANT Abs of 
any «ther paper in Washington and more than 
all of the other papers combined. 
MAK COMPARISON ANY DAY. 


ILLINOIS. 


EOR1A (TIL) JOURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Raie, one cent per word each issue. 


HE CHICAGO DAILY NEWS is the city’s 
“want ad” directory and one of the great- 
est “want-ad” mediums of the country. It has 
no Sunday issue, but is = every evening 
except Sundays and holidays. During the year 
1904 the paper was issued 310 days; during that 
time it published 11.095 columns of classified ad- 
vertising. consisting of 628,538 individual adver- 
tisements; of this number. 201,666 were transmit- 
ted tv the Datty News office by telephone. 
Eleven telephones are used exclusively for the 
reception of such ads from nearly 600 drug store 
agencies and from thousands of individual cus- 
tomers throughout Chicago and its adjoining 
territory. These advertisements are, for the 
convenience of the readers, carefully classified 
under 199, different classification headings. No 
free “want-ads” are published. The D)amLy NEws 
rigidly excludes all objectionable advertising. 
The vaive of the classified columns of the DAILY 
‘ews to the advertisers is shown by the very 
rapid growth of this kind of advertising in the 
paper. During the year 1903 it increased 133 col- 
umns over 1902, notwithstanding an increase in 
advertising rate; in 1904 it increases 314 columns 
over 1903, or an average of a column a day. 
“Nearly everybody who reads the English lan- 
age in, around or about Chicago reads the 
AILY NEWS,” says the Post-office Revieir. 


INDIANA. 
HE Indianapolis NEws during the year 1904 
rinted 125,207 more classified advertise- 
ments than all other dailies of Indianapolis 
combined, printing a total of 273,730 separate 
paid Want ads during that time 


sf Mate Muncie STAR is the recognized Want ad 

medium of Muncie. It prints four times as 
much classified advertising daily as all other 
Muncie dailies combined. 


pa Magion LEADER is recognized as the best 
result getter for want ads. 


f ere Star League, composed of Indianapolis 

STAR, Muncie STAR and Terre Haute STAR; 
general offices, Indianapolis. Rate in each, one 
cent per word; combined rate, two cents per 
wo! 


Ii HE Terre Haute STAR carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 


[HE Indianapous STAR is the Want ad medium 

of Indianapolis. it printed during thé 
year of 1904 591.313 lines of Wantads. During 
the month of December the STAR printed 17.335 
lines of classified financial advertising. ‘his is 
4.275 lines more than published by any other In- 
dianapolis newspaper for the same period. The 
News in December, 1904, printed 13.060 lines; the 
Sentinel 4,516 lines, and the Sun 2.630 lines. The 
Indianapolis STAR accepts no classified advertis- 
ing free. The rate is on cent per word. 


1OWA. 
N\HE Des Moines CAPITAL guarantees the Jarg- 
est circulation ia tne city of les Moines of 
any daily newspaper. It is the want ad medium 
of lowa. Rate, one centa word. By the month, 
$1 perline. It is published six evenings a week. 
Saturday the big day. 


MAINE. 


si E EVENING EXPRESS carries more Want ads 
than all other Po: tland dailies combined. 


MARYLAND. 
f bd: Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad mediym ot Baltimore 


MASSACHUSETTS, 
95 CENTS for 30 words, 5 days. DAILY ENTER- 
4+) PRISE, Brockton, Mass., curries solid page 
Wantads Circulation exceeds 10,000. 


fete BOSTON EVENING TRANSCRIPT is the great 

resort guide for New Englanders. ‘bey 
expect to find all good places listed in its adver- 
tising columns. 












‘I,HE BOSTON TRAVELER publishes more Want 

advertising than any other exclusively even- 
ing paper in its field. and every advertisement 
is paid for at the estavlished rates. 


OSTON GLOBE, daily and Sunday, in 1904, 
carried 141,353 more “Want” ads than an, 
other Boston paper. It printed a total of 417; 
classified advertisements. and every one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts. 


MICHIGAN. 
AGINAW COovuRIER-HERALD (daily), only Sun- 


A day paper; result vetter; eircnlation in ex- 
cess of 11,0°° ‘c. word; 4c. subsequent. 
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MINNESOTA 
RE Minneapolis JouRNAL carried over fifty six 


edly cent more Want ads during February, 
me: han any other Minneapolis daily. No free 

Wants and no objectionable Wants. Circulation 
3993, 57,039; 1904. 1 ee January, 1905, 67,598; Feb- 
ruary, 1905, 67 


PY HE ep - ge is the eecomntaed 





been = many years. It is the Didest Minne- 
apolis daily and has over 92,000 su rs, 
whicb is 25,000 each day over and above any 
other Minneapolis daily. Its evening edition 
alone has a er eiroulatton in Minneapolis. by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full price sores of twe 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
neapolis daily carries avywhere near the num. 

r of paid Wanted advertisements or the 
amount in volume. 


72 St. PAUL DISPATCH is the leading “Want” 

medium in the Northwest, read aad relied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Pau 
dailies combined; brings replies at — cost, 
Circulation 1904—58,036; now now 59. 


MISSOURI. 
TS Joplin GLoBe carries more Want ade 
han all other papers in Southwest Missouri 
eombined, because it gives results. 
word. Minimum, lic. 


One centa 

MPHE Kansas City JOURNAL (every morning 

including Sunday), one of the recognized 

‘Want ad mediums of the United States; 21 to 35 

columns paid Wants Sunday; 7 to 10 columns 
ily. Kate, 1 cent a wo 


MONTANA. 
Hr Anaconda STANDARD is Montana’s greai 
“Want Ad” medium; ic.a word. Average 
circulation (1904), 11,359 ; Sunday, 13,756. 


NEBRASKA. 
INCOLN JoURNAL AND NEWS, combined cir- 
culation over 27,000. Cent a word. 


HE L‘ncoln Datry StTaR, the best ‘Want Ad” 
me lium at Nebraska’s capital, Guaranteed 
circulation exceeds 16 000 daily. Rates, 1 cent 
per word. Sunday Want ads receive extra in- 
gertion in Saturday afternoon edition if copy is 
received in time. DaliLy Star. Lincoln. Neb. 


NEW JERSEY. 
;EWARK, N. J, FReIe ZerTuNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word ; 8 cents per month. 


| ae oy DAILY JOURNAL Covers population 
95.000, Largestcirculation. Brings re- 
sults. Only “* Want” medium. Cent a word. 





NEW YORK. 
\HE Post-ExPress is the best afternoon Want 
ad-medium in ltochester. 


LBANY EVrNING JOURNAL. Fastern N, Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS. Mount Vernon, N.Y. Great- 
est \Vant ad medium in W estcbester County. 


N Binghamton the Laver carries ear’ 
1onage; hence pays best. best. BECKW oa aa ° 


UFFALO NEWS with ove with over 87,000 circulation, 

isthe only Want Medium in "Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 


HE Trwes-Unton, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
arantees a circulation greater than al ‘other 

y papers in that city. 


RINTERS’ INK. publiehes 
comme ll lead leading ntad medium for 
want ad —~ pai, articles, aavertis- 
in oan, ot printing, gga ee circulars, 
rubber stamps, office devices. adwriting, half. 
tone ing, ractically anything which 
cae and is to advertisers and busi- 
men. Classified advertisements. 20 


weekly. Therec- 


cents 


$ ‘Tine per issue we six words toaline, Sample 
copies, ten cents. 





PRINTERS’ INK. 





OnLo. 
I* Zanesville the TIMES-RECORDER prints twice 
asmany Want Ads as all the other papers. 
HE Zanesville SIGNAL reaches 64 towns in 8. Kk. 
Ohio, also 68 rurai routes; ¥c. a word net. 


OUNGSTOWN Vinpicator—Leading “Want” 
medium. le. per word. Largest circulation 


'P.HE MANSFIELD News publishes daily moze 
Want ads than any other 20,000 population 

yoy 4 20 words or less 3 consecutive times 

or less one cent per each additional word. 


OKLAHOMA. 
HE OKLAHOMAN. Okla. City, 9,401. Publishes 
more Wants than any four ( Ykla. competitors, 
PENNSYLVANIA. 


ILKES-BARRE (Pa.) TimEs. Circulation over 
11,000 daily. Classified rate, 5 cents a line. 


HE Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 


PHILADELPHIA: 
THE BULLETIN. 
Net paid daily average circulation for 
March : 


225,278 copies per day. 


em nearly everybody 
reatis *The Bulletin.” 


(See Roll of Honor.) 


“In 


60,000 Homes 


owned by prosperous Germans in 
Philadelphia are reached daily by 


The German 
Daily Gazette 


Net average for 1904: 
49,083 COPIES PER DAY. 





SOUTH CAROLINA. 
"SE Columbia STaTE (©©) carries more Want 
ads than any other S. C. newspaper. 


VERMONT. 
‘ee Burlington DatLy News is the popular 
Reaches t twice as 


per and the Want medium of the city. 
people as any other and 
carries more Want aas. Abeolutel 


necessary to 


any advertiser in Burlington territory. 
VIRGINIA. 
fb News LEaper, published omy afternoon 
except eee ichmond. Va. largest 


cireulation by long odds (28. 75 aver. 1 year) and 
e recogni: want advertisement medium in 
Virginia Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
N° paper of its class carries as many Want 
4% ads as the EVENING TELEGRAM, of Superior. 
Wisconsin. 


ANESVILLE GAZETTE, ZETTE, daily an and_ weekly, 
reaches 6.500 subscribers in the million dol- 
lar Wisconsin tobacco belt, 
of the Northwest. Rates; Want a Oy 3 
lines 3 times, 25c.; ‘weekly, ‘be. line. Big results 
from little talk. 


CANA <9 

[HE Aalifax HERALD ( 
Scotia’s recognized Ay | aot 

A PRESSE. Montreal. daily ie 

tion in Cansca without exception. (Daily 

85,500, Saturdays 105,000.) ©; es more want ads 
than any French newspaper in the world. 


thoKan—Hova 





























PR:NTERS’ INK. 


[aE DAILY TELVGRAPA, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada, Want ads one cent a word. 
Minimum charge 2) cents. 


HE Toronto DatLy STAR is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more gene! advertising than 
any other Toronto paper. Sworn daily average 
circulation, March, 1905, 39,021. 


‘—,HE Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more W ant advertisements 
than any other weekly paper in Canada. 


pass EDWARD ISLAND, Garden Province 
of Canada. Smallest but most thickly popu- 
lated. The /XAMINER is its leading want me- 
dium. Forty words or less, 10 cents one time, 
2 centsthree times. Charlottetown, Canada. 


A PARTICULAR feature of the Toronto EVEN- 
ING TELEGRAM’s Classified adverti 

is that they are all true to their headings; there 
are no fake. improper or doubtful. advertise- 
ments accepted. This gives the public perfect 
confidence in them, and next to the large circu- 
lation is perhaps the greatest reason why they 
bring such splendid results to the advertisers. 


si eer Winnipeg Free PRESS carries more 
“Want” advertisements than any other 
daily paper inCanada and more advertisements 
of this nature thn are contained in all the other 
daily papers published in the Canadian North- 
west combin Moreover, the FRKE PRESS car- 
ries a larger solume of general advertising 
than any other daily -aper in the Dominion. 


BRITISH COLUMBIA. 
4 Victoria CoLonisT covers the entire prov- 
ince of British Columbia (branch office ir 
Vancouver). More “WANT” ads appear in the 
Sunday CoLONIST than in any other paper west 
of Winnipeg. One cent a word each issue. Sam- 
ple copies free. 


THE GUARANTY STAR 





WOULD MAKE THE “LEADER” 
UNIQUE. 


NO PAPER SOUTH OF THE OHIO RIVER 
HAS IT. 
Established 1888. 
LExINGTON “LEADER.” 
Afternoon and Sunday. 
LextncTon, Ky., April 8, 1905. 
Editor of Printers’ INK: 

The Leader has for a great many 
years sent to Rowell’s American News- 
paper Directory, upon blanks supplied 
by the compilers, a detailed report af 
its circulation for every day in the 
year, signed and vouched for by the 
proprietor, and the average issues of 
the several editions of the Leader 
shown by this statement have been ac- 
cepted and placed in the Directory as 
properly authenticated circulation ra- 
tings. In the columns of the Leader 
we have published month’y and annual- 
ly complete statements, attested by the 
proprietor, the advertising manager, the 
circulation manager and the chief 
pressman. The same detailed report we 
annually filed with Rowell’s American 
Newspaper Directory was sent to such 
other directories as took enough inter- 
est in truthful circulation ratings to 
send out blank forms, and whenever 
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it was requested the statemet was veri- 
fied bv the affidavit of the proprietor. 

We are such firm believers in 
Rowell’s American Newspaper Direc- 
tory, and have such faith in the abso- 
lute fairness of its editors, and such 
admiration for their zeal and continuity 
of purpose in holding to a fixed stand- 
ard of circulation rating, that we have 
accepted its form of statement as the 
standard. We have always attached 
significance to the fact that its blanks 
made no provision for affidavits; in- 
deed we have a distinct recollection of 
having read at some time a statement 
by the editors, or by PRINTERS’ INK, 
that affidavits were not desired and 
added no weight to properly prepared 
and signed circulation reports. If we 
are mistaken upon this point, and if 
the affidavit of the proprietor of the 
Leader wi:1 entitle its circulation state- 
ment to a higher degree of credibility 
in Rowell’s American Newspaper Di- 
rectory than an assurance of personal 
knowledge of its truthfulness over his 
Signature, we should be pleased to 
comply in the future with the views of 
the compilers. 

We hope to see the day when a’l 
publishers will stand upon exactly the 
same footing in the newspaper direc- 
tories of the country, many of which 
are now mis-directories in the matter 
of circulation ratings, and we are 
ready to conform to any standard or 
comply with any regulation looking to 
the elimination of padded or fake 
reports. If swearing will help to bring 
about a circulation! millennium in news- 
paperdom we are willing to swear on 
the slightest provocation. 

hanking Printers’ INK, or the 
editors of Kowell’s American News- 
paper Directory if this letter should be 
referred to them, for an_ elucidation 


of the relative values placed upon 
sworn and unsworn circulation § state- 
ments, we are, 


Yours very truly, 
LEXINGTON “LEADER,” 
Sam. J. Roberts, Proprietor. 


The Directory editor has no special 
objection to affidavits, but they are 
not thought to add any weight toa 
statement filled out in detail, properly 
dated and signed by someone having 
authority to possess and give out the 
information. To issue a false affi- 
davit, verifying a false circulation 
statement, is not an act that is punish- 
able as perjury; and on that account, 
dishonest men who are willing to put 
signatures to an untruth, are com- 
monly more anxious than unwilling to 
bolster up the fraud with an affidavit 
that they know is of no more account 
in law than a piece of white paper. 

a alt ee 

THE 1905 seed catalogue of W. At'ee 
Burpee & Co., Philadelphia, marks the 
twenty-ninth year of this house, and is 
a handsomely made book of 180 pages, 
convenient in size and of light mailing 
weight. The Burpee seeds took the 
only grand prize at St. Louis. 





PRINTERS’ INK. 


Publishers Cultivate 


‘‘Confidence—the Keynote of S 


OWADAYS big advertisers are apt to judge newspafprs by 
this is just as true of the small daily in a town off§,000 a 
enough. The paper which really ‘‘gets next” tq 
the greatest good, and the little wants are true indiiati 
The small da‘lies—with circulations ranging upward 
tunities. All things considered, the proportion of sm: daies, 
advertising, is woefully low. And it’s the first paper that; 
Of course, the country daily has one advantage over thepi 
exceptionally strong point in building up a classified busirs 
emphasized on every occasion. 


At the best, classified business is hard enough to secte 
stant hammering is pretty apt to swing the business int@j 
Every household has wants galore—now and then a serva 
sale or exchange. And besides these very effective founds 
cations can gradually build up the others—real estate for 
farm machinery for sale and exchange, etc. 


There are various ways of building up the business, 
entire list of subscribers. This literature could profitably 
to become subscribers, Small display advertisements and 
that if a paper’s own readers will use its classified columns 
Every local exchange should be gone over regularly 
ature. Enclosed with this should be coin cards out retur' 
and the cash—back to the office. Then the real estate and 
big city should be watched and advertisements solicited. 
inducement in rates should be made—say seven insertions 
A valuable bit of literature—one that appeals more p 
the field covered. The real estate men should be told the 
years will be required to build this foreign business into god 
The principal thing is to attract constant attention 
aper itself and by suitable literature are the best ways—a 
resh. Running old advertisements over and over again is 
newness and change. Once the home people use the pa 
very nearly of their own accord. One more thing is welll 
no fake advertisements of any description are allowed 


Confidence is the keynote of success in classified adve 


The above article was written for Printers’ Ink by 
tising department of the Philadelphia Press. It is w 
strive to build up or increase their want-ad business. | 
of the WANT-AD MEDIUMS on the preceding page 
Ink, and also one of the most effective and economi( 
where to look for the best want-ad mediums in Americ 


smallest advertisement accepted) cost $20.80 less ten 


in advance. Address ; 
CHAS. J. ZING 
The PRINTERS’ INK PUBLISHING COMPANY, 
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e WANT Advertisements. 


ess in Classified Advertising.”’ 


>wspafers by the amount of classified business a carry, and 
8,000 as in the big city. The reason for this is simple 
he home folks is the one that does the general advertiser 

ations of the home value of the country paper. : 


om 3,500—are mostly not taking advantage of their oppor- 
ss, which are getting as much as they should in classified 
in any one locality that is going to have the business. 
apig city paper—it has more individuality. This is an 
the home value of the paper can be advantageously 


eand takes long, persistent, painstaking effort. Con- 
fine—and the ultimate results are the ones to be attained. 
or something lost, or possibly something wanted for 
mons—for the paper that gives results in these classifi- 
tor for sale, financial, business opportunities, poultry, 


ne is to circularize, with letters and mailing cards, the 
sent, also, to the people to whom you occasionally appeal 
ders, changed each day, can be utilized, for it is a truism 
will have plenty of business. 

devery possible advertisement solicited by suitable liter~ 
nvelopes. The idea is to make it easy to get the order— 
winess opportunity columns of the papers of the nearest 
will take time to build this business up, and some special 
the price of five, or something of that sort. 

iularly to foreign advertisers—is a little map showing 
its of the country in an agricultural way. Two or three 
shape—but it il or its own way almost from the start. 
) the paper’s classified columns. Publicity through the 
rally the quickest. But all of this advertising must be 
most fatal, for the very life of the classified column is 
's classified columns, the foreign advertisers will come, 
)remember—that the columns be kept ‘‘clean” and that 


k by Ur. Irvin F. Pashall, manager of the classified adver- 
is w¥thy of the careful attention of those publishers who 
ss. Iithis connection attention is invited to the department 
pageg It is one of the interesting features of Printers’ 
i@lways TO REMIND the advertisers of this country 
Advertisements under this heading, from papers of 

sr lingper week. Under a YEARLY contract, two lines (the 
t cent discount, or $18.72 spot cash, if paid wholly 


IN#G, Manager, 
10 Spruce Street (up-stairs), NEW YORK, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


(@ Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger num- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always ‘ible to supply back 
numbers, if wanted in lots of 500 or more, but in 
= - cases the charge will be five dollarsa 

uD lo 





ADVERTISING RATES. 

Advertisement~ 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

Yor specified position selected by the adver- 
tisers, if granted, douple price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid yu rata. 

Two lines smallest advertisement taken. Six 
words make a line. : 

Everything appearing as reading matter is in- 
serted f: 


ree. 
All advertisements must be handed in one 
week in advance. 

Advertisers to the amount of $10 are entitled 
to afree subscription for one year, if demanded. 
ween 
Cnar.es J. ZINGG, 

Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Eill,EC 


_NEW YORK, APRIL 19, 1905. 














PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





MURELLE’S PRINTING OFFICE, 
Sayre, Pa., want to get into communi- 
cation with firms that make bags for 
newspaper Carriers. 


THERE are nine States in the 
American Union that have a pop- 
ulation smaller than the number 
representing the increase of New 
York City during the last decade. 


Tue Herald at Decatur, IIl., has 
recently secured the services of Everett 
A. Holman as manager of advertising. 
Mr. Holman, lately of the Herald- 
Transcript, Peoria, Ill., was for several 
years on the advertising staff of the 
Chicago 7ribune. 





PRINTERS’ INK. 


Mr. HARRINGTON FITZGERALD, 
managing editor of the Philadel- 
phia Evening Item asserts that the 
Item single-handed killed the pro- 
posed patent medicine bill intro- 
duced in the legislature of Penn- 
sylvania. 





I BEG to say that PRINTERS’ INK 
has been received regularly by me. 
I am very glad to have it and read 
with interest the various numbers 
as they are issued.—Geo. 
Cortelyou, Postmaster General, 
Washington, April 6, 1905. 


“SHORELANDS on the Sound” is 
the title of a handsome pamphlet, 
advertising summer __ residence 
property near Bridgeport, Conn. 
The attractive features of the 
property are well described and 
pictured. The pamphlet is issued 
by A. C. Orndorff, manager of 
the Shorelands Syndicate, Bridge- 
port and bears the imprint of the 
Marigold-Foster Printing Co. of 
the same town. 





A PAMPHLET intended to inter- 
est milk dealers illustrates and 
describes the Cunningham Brush- 
ing System for Cleansing Milk 
Bottles. The chocolate coijored 
cover with three milk, bottles—half 
pint, pint and quart sizes—em- 
bossed on it in white is effective. 
The pamphlet was designed by 
P. K. Frowert for the Cunning- 
ham Machinery Manufacturing 
Co., of Philadelphia. 


A LIVE TOWN. 


Paducah, Kentucky, has a Com- 
mercial Men’s Club of over 600 
members organized for the pur- 
pose of attracting new settlers and 
business men to Paducah. The 
Club recently had a parade in 
which all the members of the 
municipal government and_ the 
Jeading business houses partici- 
pated and at the conclusion 
speeches were made by prominent 
citizens urging all to lend a hand 
in advertising the town. Mr. 
Edwin J. Paxton, manager of the 
Paducah Evening Sun, writes 
PriInTERS’ INK that the Knocker 
has now been buried and the 
Booster is on top. 
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Quite the best thing of its kind 
that has come to the table of 
Printers’ INK recently is the 
catalogue put out by the National 
Cash Register Company of Day- 
ton. Ohio, advertising Register 
No. 400. An admirable piece of 
work. 


NOTICE OF REMOVAL. 


The Chicago office of the Lewis 
Publishing Co., publishers of the 
Woman’ Ss ‘Magazine and the Wom- 
an’s Farm Journal, has been re- 
moved from the Hartford Build- 
ing, where it was located for 
years, to the 17th floor of the 
First National Bank Building. 











Tue Bulletin of Norwich, 
Conn., issues a little thumb-nail 
pamphlet telling about the Bufle- 
tin and its circulation. It is stated 
that a six weeks’ house-to-house 
canvass demonstrated the fact that 
three-fourths of the families in 
Norwich read the Bulletin. The 
Bulletin’s average daily circulation 
for 1904 was 5,350 copies. 





MR. DANIEL M. LORD. 


Mr. Daniel M. Lord, formerly 
senior partner of Lord & Thomas, 
advertising agents of Chicago, 
now retired, was a most welcome 
visitor at the sanctum of the Little 
Schoolmaster last week. Mr. 
Lord added to his reputation for 
rare good judgment about two 
years ago when he declared that 
“as a matter of plain truth there 
is only one newspaper directory— 
Rowell’s, the Webster’s Diction- 
ary for "advertising—the integrity 
of which no fair-minded man ever 
questioned, be he publisher or ad- 
vertiser.” Among the many in- 
teresting and remarkable things 
which Mr. Lord said at the oc- 
casion of his visit was the state- 
ment that during the three years 
preceding his retirement from his 
advertising agency, the latter did 
a total business of seven million 
dollars, and the losses on this 
total sum did not amount to as 
much as one thirteenth of one per 
cent. No wonder Chicago banks 
and trust companies offer Mr. 
Lord presidency’s and vice-presi- 
dency’s for their institutions. 





The Only One. 


Rowell’s American 
Newspaper Directory is 
the onx/y newspaper direct- 
ory inthe world, that is not 
issued by an advertising 
agency. 

It is the only directory 
in the world which accepts 
advertising patronage on 
a cash basis on/y—and the 
only one which is sold for 
a cash price only, 

Rowell’s American 
Newspaper Directory is 
the only directory which 
has no favorsto bestowand 
the only directory which 
accords newspaper ratings 
independently, and is 
therefore the on/y direct- 
ory which advertisers con- 
sult for the sake of the 
information it conveys. 

In merit, service and re- 
liability, Rowell’s Ameri- 
can Newspaper Directory 
is the on/y directory which 
is on a par with the mer- 
cantile directories of Dun 
or Bradstreet. 

It is the only directory 
which is considered the 
standard work of its kind, 
directing the expenditures 
of millions of dollars of 
American advertising. 





The 1905 issue—37th year—ready about 

May 20th. Price, $70 net cash. mt car- 

riage paid’ upon receipt of price. Address 

PRINTERS’ INK PUBLISHING CO., 
1o Spruce St. (up stairs), New York. 
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An association of advertising 
men known as the Ad Club has 
been organized at Peoria, Illinois. 
At a banquet recently given forty 
members and nearly twice that 
number of guests were present. 
F. W. A. og is president of 
the club; F. Walker, treasurer, 
and H. Na Powell, advertising 
manager of the Peoria Star, sec- 
retary. 





Durinc March, 1905, 21,763 
inches of display were carried and 
8,774 ads were run in the classi- 
fied want columns of the Des 
Moines Capital. This is the larg- 
est amount of advertising carried 
by any Des Moines newspaper in 
the month of March. Notwith- 
standing that the Capital has but 
six issues a week, more advertis- 
ing was carried than its competi- 
tors had in seven, counting the 
Sunday issues. 


PHILIPPINE NEWSPAPERS. 

The results of the census of the 
Philippine Islands have been made 
public by the Census Bureau. The 
principal object was to secure sta- 
tistics of population and a general 
knowledge of social conditions as 
a basis for the establishment of a 
Philippine Legislature. It shows 
that in 1902 there were forty-one 
newspapers published in the 
islands, twelve being in English, 
twenty-four in Spanish, four in 
native dialects and one in Chinese. 
Of the total number twenty were 
dailies, and the total circulation of 
all publications was 68,236. 





THE Agate Club of Chicago 
held its annual banquet at the 
Auditorium Hotel on April 6th. 
Among the speakers were: Walter 
H. Page, editor of JWorld’s 
Work; Albion W. Small, Head of 
the . Department of Sociology, 
University of Chicago; James H. 
Eckels, President Commercial 
National Bank, Chicago; George 
R. Peck, General Council, Chicago, 
Milwaukee & St. Paul Railway 
Co., P. S. Eustis, passenger traffic 
manager, Chicago, Burlington & 
Quincy Railway; and H. G. Ash- 
brook, advertising and sales man- 
ager Glidden Varnish Co., Cleve- 
Jand, manufacturers of Jap-a-Lac. 
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The 1905 Issue. 





Our country’s great- 
ness, its continual 
development, business 
Opportunities, com- 
mercial fields, wealth 
and growth are so 
large that it is rather 
difficult to fully com- 
prehend it. 

Rowell’s American 
Newspaper Directory 
will assist advertisers 
to estimate and classify 
the country bysections. 
The Directory gives 
facts, figures and in- 
formation which make 
the preparation of an 
advertising campaign 
easier and more econ- 
omical than could be 
done without its assist- 
ance. 





The 1905 issue—37th year—ready about 


May 20. Price $10.00. 
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THE PRESS OF PORTO RICO 
AND THE PHILIPPINES. 


From the records of the War 
Department, Bureau of Insular 
Affairs, Washington, D. C., the 
following list of papers published 
in Porto Rico and the Philippine 
Islands has been prepared. Some 
of the documents from which the 
information here given was glean- 
ed are several years old and it is 
probable that a number of the pa- 
pers named are no longer publish- 


ed. 
PORTO RICO. 
SAN JUAN. 

La Correspondencia, daily; Boletin 
Mercantil, daily; La Miseria, daily; 
El Pregonero, daily; El Pais, daily; 
San Juan News (English), daily; Listin 
Comercial, daily; Listin Mercantil, 
daily; Las Novedades, Oiga, 
weekly; El Carnaval, Los 
Dependientes, weekly; la 
Policia Insular, weekly. 

PONCE. 

La Vanguardia, daily; La Opinion, 
daily; El Diario de Ponce, daily; The 
News (English), daily; la Informa- 
cion, five times a week; La Justicia, 
three times a week; Siglo XX, weekly; 
El Ideal Catolico, weekly; Juventud 
Alegre, weekly; El Palenque, semi- 


monthly. 
MAYAGUEZ. 

La Bandera Americana, daily; La 
Bruja, daily; El Iris de Pais, weekly; 
La France, weekly; La Educacion 
Moderna, weekly. 

YAUCO. 
El Eco Porto Riqueno, weekly; El 
Grano de Arena, semi-monthly. 
AGUADILLA. 
El Criollo, weekly. 
FAJARDO. 
El Clamor de Oriente, semi-monthly. 


weekly; 
weekly; 
Eco de 
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; HUMACAO. 
El Clarin, semi-monthly. 
MANATI. 
La Chispa, weekly. 
_CAGUAS. 
La Democracia, weekly. 
SAN GERMAN. 
El Eco de las Lomas, semi-monthly. 


PHILIPPINE ISLANDS. 
_ MANILA, 

El Comercio, daily; La_Fraternidad, 
daily; Libertas, daily; El Mercantil, 
daily; La Democracia, daily; El Pro- 
greso, daily; El Noticiero de Manila, 
daily; El Renacimiento, daily; La 
Obreras, daily; Wah Poh (Chinese), 
daily; El Grito de Pueblo, daily; Et 
Diario de Filipinos, daily; Manila 
American (English), daily; Manila 
Freedom (English), daily; Manila 
Times (English), daily; Daily Bulletin 
(Eng:ish), daily; Manila able-News 
(English), daily; Sunday Sun (Eng- 
lish), wae Manila_Critic (English), 
weekiv; iley’s Guide (English), 
monthly. 


CEBU. 
El Boletin de Cebu, La Justicia, Ed 
Nuevo Dia. 
ILOILO. 
El Porvenir Bisayas, El Eco de 
Paney, El Pueblo. 
BACOLOD. 
La Libertad. 
Cuas, L. BENJAMIN. 








A sovuventr for local circulation, is- 
sued by the Journal, Sioux City, Iowa, 
contains a number of rare views of that 
place in early days, and is backed by a 
shect of stereotype matrice, making a 
document of real interest to persons un- 
acquainted with the manufacture of 
newspapers. 


—- +> 
A BOOKLET describing the Hypophos- 
phine treatment for drug and alcohol ad. 
dictions, from Dr. A. Gray, Colora- 
do Springs, Colo., is neat in make-up 
and convincing in tone, the arguments 
being dignified. and based on logic. 





THE WANAMAKER WINDOW DISPLAY IN THE SUBWAY, 
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THE PROVINCIAL PRESS OF 
CUBA. 


Not until 1899, when the American 
jntervention in Cuba began, was the 
custom of fequiring newspapers to be 
registered at the postoffice as second- 
elass matter established in the Island. 
Since that time reliable data concerning 
the number of papers published has 
been obtainable. I am indebted to Mc. 
Manolo Fresneda, chief clerk of the 
Department of Posts of Cuba, for the 
following statement showing the num- 
ber of periodicals entered as second- 
class matter during the past six years: 

1899, 180; 1900, 254; 1901, 117; 1902, 
105; 1903, 114; 1904, 120; Total, 890. 

If we deduct from this total of 890 
the 180 papers entered the first year— 
nearly all of which were old established 
papers—we find that 710 papers have 
been started during the period covered 
by the figures, yet the total number of 
papers published in Cuba to-day exceeds 
by only 45 the number published six 
years ago. In other words for every 
paper that has succeeded sixteen have 
failed. 
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their editorial enterprise. None of 
them has any fixed rate for advertising, 
nor anything which even pretends to b- 
a rate card. Contracts for advertising 
are made at what they call a “con- 
ventional” rate, which may be likened to 
the formula of an old negro “mammy”’ 
in the picturesque town of Trinidad, 
who used to peddle fans and lace 
handkerchiefs to tourists. If one was 
sufficiently interested in her wares to 
ask: “How much?” she would answer, 
all in one breath: “The price is a dollar 
and a half, the least I can accept is one 
dollar—what will you give?” 

A calculation based on the 890 pub- 
lications that have been entered as 
second-c!ass matter since January, 1899, 
shows that Kevista (Review) and Eco 
(Echo) are the names most frequently 


bestowed on publications in Cuba. 
Revista generally indicates a class jour- 
nal while Eco (usually followed by the 


name of the town in which the paper 
is printed) is more frequentl iven to 
newspapers. Next after E co the 
favorite names are La Voz (The Voice) 
and titles embodying the words Inde- 
pendence, Republic and Démocracy. 
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The newspapers published outside the 
city of Habana are, with few exceptions, 
a poor lot; nearlv always abominably 
printed and sometimes not greatly ex- 
ceeding a sheet of foolscap paper in 


size. If we omit a few of the leading 
provincial papers which—like El Cubano 
Libre, of ntiago—are printed in im- 


portant towns and can afford to pay for 
telegraphic dispatches, the papers that 
remain are scarcely deserving the name 
of “newspaper.” They are made up for 
the most part of clippings fromthe 


Habana press, a stickful of Gacetillas, 
or local happenings, and a long-winded 
editorial on some political topic. One 


hundred and fifty to 250 copies is about 
the extent of their circulation and even 
the best provincia’ papers do not print 
more than 1,000 copies. 

An example of the lack of enterprise 
shown by country papers in Cuba is 
well illustrated by the following inci- 
dent. On January 1, 1904, the editor 
of Fl Cubano Libre, who was also a 
member of the Cuban Congress, shot 
and killed in Santiago the editor of a 
rival paper. El Reporter, a three-time- 
a-week paper published in Manzanillo, 
a town in the same province, with 14,000 
population and with telegraphic com- 
munication with Santiago, published 
the news just eight days later, having 
received an account of the occurrence 
by the weekly steamer. 

The business management of these 
country papers is about on a par with 


Among newspaner titles in Cuba that 
are similar to those of the United States 
the favorites are The Bulletin (El 
Boletin), The Tribune (La_Tribuna), 
and The Post (El Correo). Titles such 
as The Star (La Estrella), The Times 
(El Tiempo), and The Advertiser (El 
Anunciador)—favorite titles in the Uni- 
ted States—are rarely used in Cuba. 
There is but one World (El Mundo of 
Habana) and no Sun at all. 

Among curious titles the following 
may be cited. The Deluge (El De- 
luvio), The Sea-Cow (El Manati), The 
Fool (El Bobo), The. Wild Indian (F1 
Indio Bravo), and the Bitter Peel (La 
Cascara Amarga). It is worthy of note 
that none of these papers with freak 
titles long survived, 

Within the past year, as a result of 
the merging of the many _ political 
groups that formerly existed into two 
great parties, the words Moderado and 
Liberal have become favorite titles, 
Moderado (Moderate) signifving the 
conservative party, which is at present 
in power, and Liberal the radicals who 
are opposed to the government of Presi- 
dent Estrada Palma. In a general way 
it may be said that the Moderados 
wish for close commercial relations with 
the United States and favor (or are 
at least reconciled to) the Platt Amend- 
ment; while the Liberales are pledged 
to labor for the repeal of the Platt 
Amendment and have certain impracti- 
cable notions regarding the immediate 
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need of an army and navy, although it 
is perfectly plain to those who do not 
share their views tnat what the country 
needs most are roads and school houses. 
In short, the Moderados may be de- 
scribed as the party of common sense 
and the Liberales as the party of 
dreamers. 

In the list of papers which follows 
an “M” after the name of a paper sig- 
nifies that it supports the programme 
of the Moderate or conservative party; 
while an “L” indicates that the paper 
so marked inclines to the Liberal or 
radical party. Papers marked with an 
“I” claim to be independent but, in 
most cases, papers so marked may be 
safely classed as Liberal papers in dis- 
guise. It may be stated as a rule (to 
which there are, however, a few excep- 
tions) that the Moderate papers are 
more widely read in the provinces of 
Pinar del Rio, Habana, Maranzas and 
Santa Clara; while the Liberal papers 
lead in circulation in the two eastern 

rovinces of Camagiiey (formerly 

uerto Principe) and Santiago. 
PROVINCE OF PINAR DEL Rio. 
GUANAJAY, pop. 6,483. 
El Vigilante (M), semi-weekly. 
PINAR DEL RIO, pop. 8,880. 

La Fraternidad (Spanish), daily; 
Union Patriotica (M), daily: El Por- 
venir (M), semi-weekly; Eco Espanol 
(Spanish), semi-weekly; El Moderado 
(>. semi-weekly; El Debate (L), 
semi-weekly; El  Vueltabajero (L), 
weekly; E/ Iris (literary), weekly. 

The most important and most widely 
circulated paper in Pinar del Rio is El 


Porvenir, El Moderado probably comes 
next and for third place the Union 
Patriotica. The rest are of minor im- 
ortance. I am informed that El De- 
ate and El Vueltabajero frequently 
suspend publication for weeks at a 
time. 


PROVINCE oF HABANA. 

In previous issues of Printers’ INK 
I have described the papers published in 
the city of Habana. The Habana pa- 

rs cover the whole province of 
a so thoroughly that there are 
only a few towns in this province, out- 
side of the capital, that possess news- 
papers of their own. These towns and 
the papers published therein are as 
follows: 

GUANABACOA, pop. 13,965. 

La Villa, weekly; La Tribuna, week- 
ly; La Golondrina (literary), semi- 
monthly. 

GUINES, pop. 8,149. 

El Guinero (L), weekly; La Union 
(M), weekly; El Independiente (L), 
weekly; La Verdad (1), weekly. 

GUIRA DE MELENA, pop. 5,016. 
El Guireno (Spanish), weekly; El 
Magisterio (educational), weekly. 
MARIANAO, pop. 5,416. 
Hatuey (L), semi-weekly. 
REGLA, pop. 11,363. 

El Clarin (1), weekly. 

SAN ANTONIO DE LOS BANOS, 

24 de Febrero, weekly; E 
abo, weekly. 

PROVINCE oF MATANZAS, 


CARDENAS, pop. 21,940. vs 
El Popular (1), aa'y; La Opinion 


. 8,178. 
“ene 
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(M), daily; El Heraldo de Cardenas 
(I), daily; La Union (1), daily. 
COLON, pop. 7,175. 

El Republicano Conservador (M), 
weckly; El Nacional (L), weekly. 

Of the two papers named above El 
Republicano Conservador is said to be 
the more important. 

MATANZAS, pop. 36,374. 

El Correo de Matanzas (1), daily; 
El Republicano Conservador (M), 
daily; El Jejen (1), weekly. 

Of dailies El Republicane 


the two 
Conservador has probably the larger 
circulation, 


PROVINCE OF SANTA CLARA. 
CAIBARIEN, pOp. 7,013. 
El Clarin (1), three times a week. 
CIENFUEGOS, pop. 30,038. 

La Correspondencia (Spanish), daily; 
El Imparcial (Spanish) daily; La Re- 
publica (M), daily; El Diario Cubano 
(L), daily; El Nacional (L), daily; La 
Opinion (M), daily; El Comercio (1), 
daily; El Moderado (M), daily; La Sit- 
uacion (L), weekly; Cienfuegos Ele- 
gante (literary), weekly; La Ilustra- 
cion de la Infancia (educational), 
weekly, 

La Correspondencia is the paper of 
largest circulation in Cienfuegos. It 
is a commercial rather than a political 
paper. After La Correspondencia the 
most important daily is probably La 
Republica. 

CRUCES, pop. 4,173. 
La Opinion (M), 2 times a week. 
PLACETAS, PpOp. 5,409. 
La Solucion (1), 2 times a week; El 
Horizonte (M), weekly. 
REMEDIOS, pop. 6,633. 
La Razon (M), 3 times a week. 
SAGUA LA GRANDE, pop. 12,728. 

La Patria (M), pO a La Protesta 
(L), daily; El Correo Espanol (Span- 
ish), daily; El Loro (satirical) 2 times 
a week; La Union Espiritista (spirit- 
ualist) monthly. 

Of the daily papers La Patria and 
La Protesta are the leaders, the first 
named having probably the larger cir- 
culation. 

SANCTI SPIRITUS, pop. 12,696. 
El Fenix (1), daily; El. Trabajo (1), 


3 times a week; El Combate (LL), 
weekly, La _ Fraternidad (literary), 
semi-monthly; EI Iddal Masonico 
(masonic), monthl 


El Combate is the best known paper 
of Sancti Spiritus and is probably the 
es of largest circulation as well. 

1 Fenix is a close second. 

SANTA CLARA, . 33,763. 
El Republicano (My ade. . 
_ There are several other papers pub- 
lished in Santa Clara, particulars of 
which 1 have not been able to obtain. 
The one mentioned is the best known 
of all. 
TRINIDAD, pop. 11,120. 
El Telegrafo (1), daily; El Progreso 


(L), daily; El Eco (M), daily; La 
Antorcha (L), weekly; La Marfposa 
(literary), weekly; Lectura Domint- 


cales (religious). monthly. 
Fl Telegrafo is the o dest paper in 


Trinidad and is believed to exceed 
the others in circulation. 
LYAGUAJAY, pop. 1,206. 
El Siglo XX (M), weekly; Le 


Realidad (L), weckly. 


- 








32 


PROVINCE OF CAMAGUEY. 
(Formerly Puerto Principe.) 
CAMAGUEY, pop. 25,102. 

Las Dos Republicas (L), dail La 
Voz del Pueblo (L), daily; El heal 
(M), daily; La Picota (labor organ), 

daily; El Arte (musical), weekly. 

Las Dos Republicas is the best of 
the daily papers published in Cama- 
guey; El Liberal ranking next in im- 
portance. 

NUEVITAS, pop. ous. 

El Obrero (M), weekly. 


SANTA CRUZ DEL SUR, pop. 1,210. 
El Voz del Obrero (labor organ), 
weekly. 


PROVINCE OF SANTIAGO. 

BARACOA, pOp. 4,937- 
Mambi (M), voy 

GIBARA, pop. 

El Triunfo (M), a 4B Progreso 
(L), daily. 

El Triunfo is the pg a ~ two. 

GUANTANAMO, 

La Voz del Pusblo. Ls’ a a El 
Nacionalista (M), daily; El Arpa 
Cubana (literary), weekly. 

Of the two dailies La Voz del 
Pueblo enjoys the larger circulation. 

HOLGUIN, pop. 6,045. 

El Eco de Holguin (L), semi-wekly ; 
El Correo de Oriente (M),_ semi- 
weekly. 

El Eco de Holguin is one of the best 
papers published in the province of 
Santiago, outside the city of Santiago, 
and enjoys a larger circulation than 
its rival El Correo de Oriente. 

MANZANILLO, non. 14,464. 

El Reporter (L), 3 times a week; 
El Debate (L), semi-weekly; El Por- 
venir (M), semi-weekly; 7 Imparcial 
(Spanish), semi-weekly; El Postal (lit- 
erary), weekly. 

Ei Reporter and El Porvenir are the 
leading papers of Manzanillo. The 
former (which I have marked as Lib- 
eral) is strictly speaking Masoista—that 
is to say it is the organ of General 
Bartolomé Masé6, a_ native of Man- 
zanillo, who was President of the Cuban 
government during the war. He _ was 


El 


nominated for the Presidency of the 
Republic in 1901 but was po Ma by 
Tomas Estrada Palma, the actual 
President. El Porvenir supports the 
political programme’ of President 
Palma. The other papers published 


in Manzanillo are not worthy of serious 
consideration. 
SANTIAGO, 43,090. 
El Cubano ran (M), daily; La 
Independencia (L), daily; La Repub- 
lica (L), daily; La Colonia Espanola 
(Spanish), daily; El Noticiero Cubano 


(L), semi-weekly; El] Imparcial (inde- 
pendent) w eekly: Avante (labor 
organ), weekly; El Catolico (reli- 
gious), weekly; Cuba Literaria (liter- 
ary), weekly; El Estudiante (college 
paper) semi-weekly; La Revista Juri- 
dico Notarial (legal), semi-weekly; 


Revista Municipal (official), daily. 

Fl Cubano Libre and La Indepen- 
denc’a are the two leading papers of 
Santiago, the first named having the 
larger circulation. La Colonia Espan- 
ola represents the interests of the 
Spanish residents and does not mix 
in nolitics. La Republica and El 
Noticiero Cubano represent the negro 
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element. The Revista Municipal is the 
official publication of the Ayuntamien- 
to, or Common Council, of the city 
and prints only « official notices. 


PoPULATION BY PROVINCES. 


(Census of 1899.) 

oo J Seer 173,082 
MN. . snes eee eras eae eae 424,811 
Or er ee 202,462 
rr eer 356,537 

Camaguey (formerly Puerto.. 
PHAMOUPE) ooo ccccccvsece ee 88,237 
MME «Sikes 0455055556050 327,716 
a ee 1,572,845 
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“A GOOD WRITE-UP.” 


Tue RotocraPH CoMPANY. 
771-773 East 164th Street, 
New York, April 8, 1905. 
Editor of PRINTERS’ INK: 

In the last issue of Printers’ INK 
you make mention of the fact that 
Souvenir Post Cards are a very good 
medium for “follow-up” work, in ad- 
vertising. It occurred to us that it 
might be a good idea to put an ad in 
Printers’ INK, if you would give us 
a good write-up in connection with it. 

We would therefore ask you to kind] 
send us your rate card, and we will 
consider the matter of placing a smal! 
advertisement in your magazine on this 
proposition. Cordially yours, 

Tue RotocraPH CoMPANY. 

The advertising rates of PrintT- 
ERS’ INK are published every week 
on the first editorial page. The 
rates are flat. No discount for 
frequency of insertion or increas- 
ed space. A discount of five per 
cent is allowed when check comes 
with order and copy for each in- 
sertion, and a discount of ten per 
cent is granted when check comes 
with the order in full payment for 
a contract for a whole year. Any- 
thing appearing as reading matter 
is inserted free, and no advertising 
patronage is desired subject to 
conditions as expressed in the 
above letter. Printers’ INK de- 
sires and values appropriate ad- 
vertising patronage, but its col- 
umns are never open to puffs in 
the hope of receiving such. If the 
Rotograph Company has a propo- 
sition of interest to advertisers it 
will pay them to advertise in 
Printers’ INK, because the Little 
Schoolmaster is read weekly by 
the majority of progressive ad- 
vertisers in this and other coun- 


tries. 
Se ee 
Just as sure as a straightforward, 
honest, pushing salesman is hard to side- 
track, so is clean, forceful advertising 
matter sure to escape the waste-basket.— 
St. Paul Pioneer Press. 
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COMMERCIAL ART CRITICISM 





BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


A good, well printed half-tone 
of a smart and snappy looking 
Jaunch or sailboat is always inter- 
esting and makes a favorable im- 
pression, but this result is difficult 
to attain in magazine advertising. 
There is a large amount of boat 
advertising being done, and some 


LAL SCHES ROWBOATS “SAIL BOATS. 
FISHING BOATS HUNTING BOATS 
READY FOR IMMEDIATE DELIVERY 


MICHIGAN S1 STEEL BOAT r Co, 
No.l 


of it is good and some is not. 
The photographic reproductions 
of boats in most of this class of 
advertising do not show up satis- 
factorily, and the result is unfor- 
tunate. This is particularly true 
when a small space is used, as in 
the case of this Michigan’ Steel 
Boat Company advertisement, 


 ? 











No.2 


marked No. 1, which occupied but 
one-eighth of a‘ magazine page. 
In so small a space and, generally 
speaking, in quarter pages as well, 
a much more satisfactory result 
can be obtained by using a line 
drawing after the style of No. 2. 
In a half page or full page ad an 


INK WILL RECEIVE, 
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33 UNION SQUARE, N.Y. - 
FREE OF CHARGES 
MATTER SENT TO MR ETHRIDGE. 








actual photograph may, perhaps, 
be used to advantage, but it is 
best not to run any risk with small 
spaces. 

* * * 


Mr. Roat sells music at Battle 
Creek, Michigan, and in the origi- 
nal of the advertisement repro- 
duced here he uses 25% inches out 
of a 35% inch ad to show us how 
he looks. That is to say, he 
thinks considerably more than 
twice as much of his own portrait 
than he does of the goods he 
offers. Such being the case, he 
has a perfect right to buy expen- 
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Chas. ? Ei Roat Music Co., po Creek, Mich. 











sive magazine space and print as 
many million copies of himself as 
he likes. How an “advertise- 
ment” of this kind can produce 
results it is hard to say. We have 
lately suffered from a_ perfect 
epidemic of this class of advertis- 
ing. We are asked to buy real 


estate, candy, buggies, music, 
coffins and caskets, and pretty 
nearly everything else on the 


strength of the personal appear- 
ance of a lot of people who are 
not particularly prepossessing any 
way. Used as a protective trade- 
mark, as in the case of Governor 
Douglas or Mennen, the use of 
the face is all right. Used merely 
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as an _ exploitation of personal 
vanity it is all wrong. 
* * * 


Herewith are reproduced two 
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is the case they won’t have to 
make another. One ad is neat, 
clean and easy to read; it also 
shows a good line drawing of an 
automobile. The other advertise- 
ment is muddy, indistinct and re- 
pellant. The hand which is sup- 
posed to be holding up the auto- 
mobile was almost indistinguish- 
able in the original advertisement, 
and the white lettering on the 
gray background ‘will hardly be 
read by any except by very cour- 
ageous or very curious people. 
This advertisement is a total 


BALDNESS:AND _ 
FALLING HAIR 


ABSOLUTELY CURED, 


FREE SAMPLE 








PRICE, $2,500 oe 
Write for Catalogue 


= St. 
ed bs PE gt Mou Cov sa Cohan & — 
c teen Auto. Pie ex 37 Michi ye 
CHICA 
e - ta 
Sr eamcaco F. A- Jacobs, 1552 Market St. 











[UATIONAL Ao” 
| 1017 283, _ INDIANAPOLIS, IND. ] 





quarter page magazine advertise- 
ments of the National Motor Ve- 
hicle Company of Indianapolis. 
Both of these advertisements ap- 


NATIONAL ELECTRICS 


EASY TO HANDLE 


ATIONAL MOTOR VEHICLE CO. 





peared on the same page in the 
April issue of Everybody's Maga- 
gine. These advertisers may be 
making an experiment, and if this 

















't Guarantee to Grow Hair an Inch a Month. 
If you are afflicted with baldness or falling 
air or any disease of the scalp, write to me 
and Iwill send you Free my booklet on the 
care of the hair and scalp and a Free sample 


the Fn ny as Siege! yper & 

Co,, Chicago; Espenhali ye Goods Co., Mil- 

waukee; Golden Rule, St. Pa . Peck 
Goods Co., 


Kansas City, a in other lead- 
ing cities of the United States. I guarantee to 
grow hair, stop hair falling out, remove dand- 
ruff, quickly restore luxuriant growth to shin- 
ing scalps, eyebrows, eyelashes and restore the 
hair to its natural color... Send 2c_ postage. 

Write to-day for Free Sample and Booklet. 

PROP. J. H. AUSTIN, Bacteriologist, 

78 McVicker’s Theatré Building, CHICAGO, ILL.’ 
waste of money, but if those re- 
sponsible for it do not do it again 
perhaps, after all, the experience 
will be worth the expense. 

* * * 

Professor Austin writes in the 
first person singular and there- 
fore it is fair to assume that the 
words “I have ’em,” just northeast 
of the picture, also refers to Pro- 
fessor Austin and that the por- 
trait is his own. As he guaran- 
tees to grow hair an inch a month 
the three he now possesses will, in 
about a year, be long enough’ to 
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reach the end of his ample nose. 
Seriously, it is too bad that an in- 
teresting and convincing piece of 
copy should be utterly ruined by 
an alleged comic dating back be- 
fore the civil war. These strange 
examples of publicity are less 
frequent than they used to be, but 
the fact that they still make their 
appearance shows how much ad- 
vertising missionary work is yet 
to be done. 


THE FRONT COVER PAGE. 


“THE WoMAN’s MaGazINE.” 
The Lewis Pubtishing Co., 
Capital $1,200,o0oo—Full paid. 
St. Louis, April 7, 1905. 
Mr. Chas. J. Zingg, Manager, Printers’ 
Ink Publishing Co.: 
I have just got back from_my eastern 
trip and find your letter of March 31st. 
ou may consider this a contract 
for the outside, front cover page of 
PRINTERS’ INK, every other week, com- 
mencing with the expiration of our 
present contract. 
Please acknowledge receipt of this, 
and oblige, Yours truly, 
THE WomMaAn’s MAGAZINE, 
. P. Coakley, 
Advertising Manager. 


Tne PrInTERS’® INK PvuBLISHING Co., 
Offices: 10 Spruce Street. 
New York, April 10, 1905. 
The Lewis Publishing Co., Publishers, 
Woman’s Magazine, Advertising De- 
partment, St. Louis, Mo.; 
GENTLEMEN—Your esteemed favor of 
April 7th, signed by Mr. A. P. Coakley, 
is at hand and carefully noted. 
According to your order I have en- 
tered the Woman’s Magazine to appear 
for amother year on the first cover page 
of Printers’ INK, every other week, 
commencing at the expiration of your 
present contract on May 31, 1905. 
The price for each insertion is $80, 
less five per cent discount for check 
with order and copy each time, or less 
ten per cent discount if the whole 
contract is fully paid in advance. — 
As this renewal constitutes the third 
consecutive year of advertising your 
wblication on the front cover of 
RINTERS’ INK, it is pretty safe to pre- 
sume that you have found the Litt’e 
Schoolmaster an effective and profitable 
medium and, I beg to add, no good 
publication was ever systematically 
advertised in Printers’ INK without 
getting ample returns for the outlay. 
Wishing you continued prosperity, 
am, Yours very truly, 
Cuas. J. Ztnoo, 


From the above correspondence 
it may be noted that the front 
cover page of PRINTERS’ INK is 
again sold for twenty-six inser- 
tions covering the alternate weeks 
between May 31, 1905 and 1906. 

The present contract of the Star 
League of Indianapolis for the 





Manager. 
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same page alternating with the 
Woman’s Magazine expires on 
May 10, 1905, and should the Star 
League decide to make use of the 
privilege of a renewal extended to 
them, it would then also consti- 
tute the third consecutive year 
during which the Star League pa- 
pers have been advertised on the 
first page of the Little School- 
master. Mr. Geo. A. McClellan, 
the general manager has not yet 
been heard from, however. Should 
he choose to withdraw from his 
position, then the front cover page 
of Printers’ INK would be open 
for twenty-six insertions between 
May 24, 1905 and 1906, alternating 
with the insertions of the Lewis 
Publishing Company’s _ publica- 
tions, the Woman’s Magazine and 
the Voman’s Farm Journal. 
+o - 
GUM AND LICKING UNNECES- 
SARY IN BREAD LABELS. 

Why use gummed labels for bread? 
The baking trade is divided in opinion 
as to the advantages of gummed labels 
over ungummed. There is no question 
as to the former being sanitary. It is 
not on that point that the controversy 
arises. The gum used is pure dextrine 
(practically starch), and contains no 
harmful ingredient. A very wide- 
spread misconception as to the method 
of affixing the bread labels is at the 
basis of the popular prejudice against 
them. Bakers owe it to themselves and 
to the trade to invite public inspection 
of bakeshop methods; ‘and among the 
advantages to be gained by this would 
be the correction of the common idea 
that the bread label is stuck on by the 
same methods as that used generally 
in affixing postage stamps. Gumm 
labels cost a good deal more than un- 
gummed, and quite an item of expense 
would be saved in many bakeries by the 
substitution of the plain labels. But 
wil they stick? One bakery, with an 
output of 60,000 to 70,000 loaves a 
day, says: 

“We have not used any gummed labels 
for ten years, We found out it was not 
necessary to gum them and we discon- 
tinued it at once. We use no gummed 
labels on any of our bread. The dough 
itself is a paste that makes them stick. 
Even the union labels that we are using 
are ungummed.’’—Bakers’ Helper, Cht- 
cago. 


eee ae 

“Five Thousand Dollar Bil's” is 
the odd title of a book from the Edison 
Electric Illuminating Company of 
Brooklyn, and it advertises electric 
current for light and power purposes 
by an idea as odd—that of showing 
plants and giving descriptions of the 
equipment of a number of firms in 
Brook’'yn that use electric current in 
excess of $5,000 yearly. As a means of 
demonstrating the importance of elec- 
tricity in modern industry the book is 
excellent. 
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Advertising 
Writers 


Wanted 


LORD @ THOMAS again 


wish to add several capable exper- 





ienced advertising writers to their 


copy department. 


G, Men whose writing displays individuality, 
ability for intelligent research and capability to 
plan a campaign of copy will be the only ones 
considered. 


@, In applying send complete file of work you 
have done, state at length the nature of your 
advertising experience and salary expected. 


G, We particularly invite applications from 
high salaried men—who receive such salar= 
ies because they are worth it. 


@, All applications must be made in writing 
and will be held strictly confidential. Engage- 
ments to begin immediately. 


LORD & THOMAS, CHICAGO 
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NOTES. 


A series of cheanly printed but bright 
folders on advertising topics is being 
sent out locally by the Franklin L. 
a, Advertising Agency, Los Angeles, 

al. 

Tue latest catalogue of incubators 
and brooders from Chas A. Cyphers, 
Buffalo, is profusely illustrated with 
diagrams showing every working part, 
and hence the precise sort of catalogue 
to convince country people. 


“MopERN GOTHIC,” a type face that 
has been used any time these past 
twenty years, and still fresh on account 
of its clean lines and blackness, i 
shown in complete series in a ortfolio 
from Barnhart, Bros. & Spindler, Chi- 
cago. 


AN showing a 
coup'e masked in auto togs, being mar- 
vied, is the only argument on a mailing 
card calling attention to the auto wear 
department of MacDonald & Campbell, 
Philadelphia. Perhaps nothing more is 
needed as a reminder. 


excellent picture 


Even an encyclopedia of law has a 
different bearing in different States. 
Therefore, to advertise its standard 
works, the American and English En- 
evclopedia of Law and the Encyclopedia 
of Pleading and Practice, the Edward 
Thompson Company, publishers, North- 
port, Long Island, have issued large 
booklets for distribution in one State 
only, giving quotations from the works 
in harmony with that State’s statutes, 
and letters of commendation from local 
practitioners. This gives the advertis- 
ing a decided'y direct interest, and 
ought to be as effective as it is new. 
Pennsylvania, Texas and Canada are 
three of the brochures submitted. 








Advertisements. 


All advertisements in ‘“ Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
line per yerr. ve per cent discount may be 
deducted if paid for m adrance of 7 ubli- 
cation and ten percent on yearly contract 
Soe wholly in advance of first publication. 

isplay typeand cuts may be used a. 
ion 


ertra charge, but if a specified 
granted, 


asked for an advertisement, an 
double price will be demanded. 
WANTS. 
i you snend $100 to $1,000 for advertising, 
write to “F. T.,” Box 447, Elma, Iowa, U.S.A., 
and learn thing of i value. 
ANTED—To buy a weekly paper giving net 


income of at least $2.000 per annum. 
“A. L.,” care Printer’s Ink. 


Mere than 247.000 copies of the morning edi- 
A tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


pponerines open for competent newspaper 
workers in all departments. Write for 
booklet. FERNAID’S NEWSPAPER MEN’S EX- 
CHANGE, 368 Main St., Springfield, Mass. 


TT HOROUGALY trained man, with money to 
invest in well-established paper, desires po- 

sition as editor. Address, 

“H.8.,”care Printer’s Ink. 


Was ve perfecting press; cylinder- 
width to take on 44% inches, circumfer 
ence 534 inches. 
Address “M. C.,” care Printer's Ink. 


ANTED—Sample copies and advertising 

rates from papers circulating among col- 

lectors of Souvenir Post Cards, Photos, Coins 
and Stamps. MITTWER, Yoko , Japan, 
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ANTED—Working experience of 15 yearson 
advertising and circulation. Young man 

in prime of life wants a change, Address 
“OHIO,” care Printers’ Ink, 
ONCERNING TYP K—A Cyclopedia of Kvery- 
C da; ; hang enn for the. | og gles ony adver: 
ising Man; get “typew +. 64 pp., d0c. postpaid; 
ag’ts wanted. A. 8. CARNELL, 150 Nassau St., N.Y. 


ANTED—Printers and publishers to investi- 
gate our Matrix and Stereotype Machine 
Proposition. We have a service that will earn 
ou money. Address THE BUCHER ENG. & 
FQ. CO., Columbus, Ohio. 


VERY ADVERTISER and mail-order dealer 
should read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising journal in America, Sart ye copy 
free. THK WESTERN MCNTHLY, 815 Grand 
Ave., Kansas City, Mo. 


EGINNERS in advertising, those wanting to 
learn advertising, or the mail-order busi- 
ness, and those wanting better positions, will be 
interested in our bigs ial offer circular, Free 
upon request. WELLS & CORBIN, 2219 B, Land 
Title Building, Philadelphia. 


W ANTED—Competent man with ideas to man- 
age plant in growing Southern city. Must 
pene evidence and invest $1,000 in established 
usiness. The man of ability, who is willing to 
work, we have an exceptional opportunity. Ad- 
dress, “SUCCESS,” care Printers’ Ink. 


A PRACTICAL man, thoroughly familiar with 

all the technical points of advertising. seeks 
position with eastern high-grade pooueenon as 
inside manager ; or, with reputable agency re- 
quiring the services of one who understands ty- 
posterey, cuts, a, copy, etc. Address, 
ba: nk. 


. H. B.,” care Printers’ Ink 


ANTED—The Advertising Department of a 

large shoe manufacturing concern has a 

place for a good man, experienced in.writing ad- 

vertising copy. One acquainted with the shoe 

busi»e-s and located in or near Boston preferred. 

Address, COPY-WRITER, care Printer’s Ink, 
giving age, experience and references. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad mahagers should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the line. PRINT- 
ERS’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than anv other publication in the United States, 


WE filled 1.124 positions last month. Cowd 
have filled more if we could have found 
the right men. During 1903 we lixted over 25,000 
high-grade opportunitics. Positions paying 
rom $1,000 to $5,000 a year now open for com- 
petent Salesmen, Executive, Clerical and Tech- 
nical men. (Offices 1n 12 cities. High-grade ex 
clusively. If you are a cayable man, write for 
ylan and booklet. HAPGOODS (inc.), Brain 
rokers, Suite 511, 309 Broadway, New York. 


V ANTED—Clerks and others with common 

school educations only, who wish to qual- 
ity for ready positions at $25 a week and over, to 
write for free copy of i | new prospectus and 
endorsements from leading concerns every- 
where. One graduate filis $8,000 place, another 
$5,000, and any number earn $1,500, The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mand exceeds oe. 

GEORGE H. POWELL. Advertising and Rusi- 
ness Expert, 1467 Temple Court, New York. 


+> 
ADWRITING. 


UR Collection of 10 “ Trade-Bringing”’ adver- 

tisements. from the best adwriters in the 
coun mailed for 50c, in coin 

LENNOC ADV. CO.. Dept. C, Findlay, Ohio. 


tr eee 1 
line. 





DEAS, advice and adwriting. Any 
G. GRIFF!TH CLAPHAM. 
150 Nassau Street, N. Y., 
Room 637, 


—_+o+—___ 
PERIODICAL PUBLICITY. 


ARDWARE DEALI:RS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York. 
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SPECIALIZED PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O@). 253 Broadway, New York. 


—_—_~+o>—_—— 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York. 
—_——__+o+—_—— 


DESIGNERS AND ILLUSTRATORS. 


ESIGNING, illustrating, engrossing, illumi- 
nating, er. artnet lit ogra: hing, art print- 
ing. THE KiNSLEY STUDIO. Bway, N. Y. 


—_+o+—_——- 
PRINTING. . 


prune at reasonable prices. MERIT 
PRESS, Bethlehem, Pa. 


CEDAR CHESTS. 
OTH-PROOF Cedar Chests—Made of fragrant 
“yes red — agg yy proof 


Price d for way 
MEUMONT Ft FURNITORE, CO. “Seatcoville. N, 


SUPPLIES. 


W D. WILSON PRINTING INK CO.,, Limited 
e of 17 Spruce St., New York. sell more mag- 
= cut inks than any other ink bouse in the 


““jpecal prices to cash buyers. 


ERNARD’S Cold Water Paste is in dry powder 

form, mixes by ill fst water ; no nd 
odor, no age will not stain. 

made. mw XT 


AGENCY Tribune Buildin 
AGENCY, Tribune Building, Chicago. 


OXINE—A non-exnlosive, non-burning sub- 
stitute for lye and gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or hurt che hands. Recom- 
mended by the best printers for popes and 
protection of half-tones, For sale vy the tra:ie 
and manufactured vy the DOXO MAN'‘F'G CO., 
Make your own 


Red Ink 


gu at HALF PRICE 
with my Imperial Ink Tablets. 


No need to pay high prices for Red Ink. 
Simply filla bottle with water, drop in the 
Tablets, let them dissolve, and you have 

the best Red Ink. 

It’s no trick atall. All you need is plain 
ordinary water and my ablets. Failure is 
impossible if these = e directions are fol- 
1 The water and bottle you furnish, I 
supply the Tablets, at the following prices: 


Enough for one quart....25 cents. 
Enough for one pint. 15 eents. 
Enough for ha “pint 10 cents. 
Sent postpaid, on receipt of price. 


If you use red ink send your order to-day. 
Satisfaction guaranteed or money refunded. 


J. P. OSGOOD, 915 Eagle Ave., New York 


HOUSE-TO-HOUSE DISTRIBUTION. 


Aaa selling through the trade and 

mail-order firms can secure prompt and 
satisfactory returns through my National Dis- 
tributing Service, which queres ntees an honest, 
judicious, house-to-house distribution of eaver. 
tising matter any where in the Uni States. 

My distributers are bon and make this 
work their exclusive business. No boys. Write 
for particulars. 

WILL A. MOLTO 
National IO yy Miutributer, 
Main Office, 442 St. Clair St., 
be heb 0. 


PRESS CLIPPINGS. 


a taped Press Clipping Bureau, rooms 
Kan., covers Kan., Mo., Ark., 'Tex.,O. T. & I. T. 
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INK. 
BOOKS. 
atoee emet PROTEOT-78-p. book ene 
&Aa LACE ne and 
Trade ark Esporte, Washi Namidinnn, 


66Q\NLY LETTERS”—About 60 in all—from a 
brother on the “other side, to one on 
rn, Central and Southern 

pt, etc., as those lands 
es eae 9 fo- 
cussed. By Francis 1. MAULE. “Only Letters” is 
nota “work of genius,’”’ most distinctly not, wand 
is not easily confusable with books under sus- 
picion as such, but such isits a6 of mat- 
ters and of men that society is by no meansa 
unit in pronouncing it “hopelessly dull.” ” This 
been privately printed for itsauthor 

(not published), and, until the limited edition be 
exhausted. it will be forwarded by mail for $1.00. 
Send od THE eve HOR at 408 Sansom Street, 
Philadelphia, P: 


PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodg lodge cut catalogue. 


Wes E pas nt catalogues, book booklets, circulars, ad 
Write for prices. THE 
BLAIR P” PIG. CO., 514 Main St.. Cincinnata, O. 





pees 
ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood Engravers, 10 Spruce 
e St..New York. Service good and prompt. 
te 


MEETINGS. 


‘(HE annual meeting of the stockholders of 
the Kipans Chemical Company, for the elec- 
tion of Directors and Inspectors of “lection, will 
be held in the office of the Ripans Chemical Com- 
any, 10 Spruce St., New York, on Monday 
ay 8.1 5, at 12 o'clock noon. CHas. H. YER, 
President. 


canciones innate 
PUBLISHING ounses OPPORTUNI- 


M45 ANICAL monthly —"* 


In excellent wil 
Netted owner $6 000 Ie ast pont, 


. 

Can be bought for $35, 

This isa — clean proposition, 

Where inte’ — 7 re t 
Should greatly increase net 
Very full pwn ave na available. 


IS, 
New York. 
ADDRESSING MACHINES. 


Aer MACHINES—No type used in 
Wallace stenci] adaressing machine. A 

card index system o ng used by the 

largest publishers yy a country. Send 

oS ae e 3 ey | at low rates. 

ALLACK & CO.., t., New York. 

i310 Pontiac Blig., 358 fh 4 St., Chicago, I) 


Tirperd Ane AUTO ADDRESSER is a high 

ressing machine, run by motor or 

‘ae — embodies card index idea. 

Prints visibly; perforated card used; errors im- 

— ble; operation simple. Correspondence 80- 
cited. 


B. F. JOLINE & CO., 
123 Liberty St., New York. 
—_or—_—— 











253 Broad way, 
- > 


MAIL ORDER, 


MADE $25,000 a year doing .. maherter 
business and started with $30. n teach 
. Send 10 cents, silver, tor Mail Order 


C. H. ROWAN, 
43 E. Adelaide St., Toronto, Can. 


OR SALE—AT HALF PRICE—ONE NEW 
(_ RAPID ADDRESSING MACHINE, with = 


“sn 





for 
Zypewriter for. "making the ‘stencile Ad Address 
Mr. ASHER, care Sears, ears, Roebuck &Co., Chicago. 


AIL-ORDER MEN—We | manufacture three 
r of the best selling novelties made. We own 
the patents. We sell direct to mail-order houses. 
Big — oa vr anges, ba but Sie 0? pricesand 


— No, 561 
Sou Street 1 Toledo, ohio. 
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ADDRESSES FOR SALE. 


Bie mt DIRECTORY of all Wilmington 
Sh siness men and houses. $1.00. 
EASTERN DIKECTORY CoO., Wilmington, Del. 


1, 10 NAMES, farmers. —— complete rural 
routes ,Waupaca Co.. Wis 

bya “late rsonal canvass. Only ists obtainable, 
iT,” Waupaca, Wis. 


eS Ss 
CARD INDEX SUPPLIES. 


“pars all we —, ia prices are right. 
Sample sets and upon request. 
STANDARD IND x Cand COMPANY, 

ttenhoure Bldg., Phila. 


ee ee 
ADVERTISING NOVELTIES. 


GENTS wanted to sell ad novelties, 254 com. 
3 samples, !0c. ._J.C.KE C. KENYON, Owego, N. Y. 


W kite for sample and price new combination 
Kitchen Hook and Bill File. Keeps your ad 

pe Ge housewife and business man, THE 
WHITE KAD & HOAG CU., Newark, N. J. 
Sennahes te all larg: cities. cities. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. They re attractive, sub- 
stantial and cheap. Sample, a World’s Fair 


souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10. Madison, 0. 


Color Barometers. "93.25: 
maiied in 6 hong ome 


pena of $25 per 
1.000. includ pgend 1 ‘or sample. 
FINK & SON, ae al — ch 


oz FANS for advertising purposes. We have 

an ample stoc« of select goods. and can make 

rompt deliveries. Also, the folding and card 

fans. Write for prices. C. FEIGENSPAN 

& CO., Advertising Novelties, 601 Commercial 
Tribune Bidg., Cincinnati, O. 





FOR SALE. 


HITLOCK PRESS FOR SALE—In good con- 
dition for any work. Prints two pages 
ight-column paper at time. Cheap. EVENING 

STAR, Poughkeepsie, N. Y. 


‘OR SALE—One Potter Angle Bar Perfecting 
Ry. 2" with iSeme,” "Re machinery. Prints 


seats ha Vi for selling, re- 
D th Hoe 
" ’ THE BEACOR? ad Wichita, Kansas. 


R SALE— Paying, independent weekly news- 
paper in desirable central New York —e 
of 2, poegie. Termsreasonable. Good run of 
lob work. Nearest city competitor 30 miles away. 
rst-class mechanical equipment. Address Box 


211, Utica, N. Y. 
2. 20 oom a established aot ba 1 
uip} news| r and job of- 
loina. Tenpenate town of 1,000 population, 4 
Sg oe nets $1,200 r aunum. $1,200 
down. n’t write uniess we ice mo mean business. 
D. F. CE, JR., 








 Mmnithesils, Tennessee. 


ULTRY AND EGGS.—Choice breeding stock, 
$1.50 up; selected hatching eggs, $1—$2; set- 
% $5 hundred. White Wyandottes an 8. C. 
ite Leghorns representing a judicious com- 
senate of me leading strains. ROBERT A’ 
KINS, Esopus, N. Y. 
| ag BH Ain, 
four or = it 20-inch qolumns 
hour. Has been used = ily Globe ofitee to: for 
ears ; good as new, except 
\ euplete stereotyping plant goes 
heen) for cating. circulation has out- 
n its ca) +: If interested, address 
SOPLIN GLOBE UBLISHING CO., Joplin, Mo. 
Oss WEB wy No PRESS FOR SALE 


We offer a L gay! Straight-line Web Perfect- 


at a_ bar, Scott _Ro' Web 
and Folding Press, U. i. a 
speed 12 


Press, y the = Company ; prints 
4. %, 8,12 and 16 pages; 5 , 18,000 copies an 
hour.’ Is in first-class condition, and does fi 


Cost $14,000. If taken immediately, 
we will sell this press. complete, with stereotyp 
ing plant, for $4,500, f. o. b. cars in Topeka. Of- 
fered at this very low (eg poe ro we have 
cuatrected fora aren Pe 


RTHUR é areeR 
Publisher Daily Capital, Topeka, Kansas. 
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TRADE JOURNALS. 


ARDWARK DEALERS’ MAGAZINF.. Circu- 
lation 17,500 (O@). 258 Broadway, New York. 


66 RAL, ESTATE.” Amsterdam, N. ¥., circu: 

lation 3.000, for real estate dealers and 

owners; $1 a year; names of buyers each month. 
——_-+o+ -___ 


ADVERTISING MEDIA, 


CENTS per line for advertising in THE 
JUNIOR, Bethlehem, Pa, 


: SunDay Tims, kichmond, Me. Want ads, 
5 lines, 25c. each insertion. Copy free. 


;=s BEE; Danville, Va. Only evening Ave in 
id. Average ‘circ’ n, February, 2 


Fg Al GUIDE, Newmarket, N.J. A 
stal card request will bring sample copy. 


ARDWARE DEALERS’ MAGAZINE Circu- 
lation 17,500 (@@). 253 Broadway, New York. 


HE EVANGEL. 
Scranton, Pa. 
Thirteenth year; 20e. 20ec. agate line. 


NY person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one one year 


ERFECT copper half-tones, 1-col.. $1; 1a 
10c. per in. THE YO a ARC N 
GRAVING CO., Youngstown. Ohi 


| arit4ng physicians ere g ere geting rich in Troy, 

Ohio. The RECORD, 0! daily,is read by 
70 per cent of their victims. Saigh-2 ass medical 
propositions accepted. Minimum rate, 4c., plates. 


©¢ 4 TLANTIS,” the only daily Greek newspa- 
A per in America; established 1804, One 
cent a copy; reaching a colony of 300,000 
in America. One inch daily costs oily $80. A 
wide field easily and economically reac 
EARN SHOW WINDOW TRIMMING!—Full 
course of lessons for the country merchantin 
The Cincinnati Trade Review. nd 25 cents 
for one year’s trial subscription. THE CINCIN- 
NATI TRADE REVIEW, Cincinnati, Ohio. 


RABTREE’S CHATTANOOGA PRESS, Chat- 
tanooga, Tenn., 50.000 circulation guaran- 
teed, proven; 200.000 readers. Best medium 
South for mail-order and general advertising. 
Rate, 15 cents a line for keyed ads. No proof, no 
pay. 


a ee 
POSTAGE STAMPS. 

IGHEST price for unused stamps, C. O. 

R. &. 0 RSER, $08 Dearborn St. , Chicago, ii 
POST CARDS. 

ALF TONES made from photographs of ho- 
tels, local views, business buildings, etc., 
suitable for ens on cards. Also print 


st cards. eS and Y eee turnished. 
TANDARD. els r= st. 


<i eal 
TYPEWRITER RIBBONS. 


THE MOST ECONOMICAL WAY 


ice. et Fe Webi ary. 





My pony w vs 
Coupon sheet good for five “ Rib poe ” for 
$2; a new ribbon as needed. CLARK & ZU- 
GALLA, 100 Gold Street, New York. 


—_+o+_—_ 
COIN CARDS, 


$3 1,000. Less for more any printing. 
oT THe COIN WRAPPER CO.. Detroit. Mich. 


for $3. 10,000, $20. An oo 
1 390 0scme Coin Mailer Co., Ft. Madi if la 
HALF-TONES. 
EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash “accompanies the order, 


Send for samples 
KNO XVILLE ENGRAVING CO.. Knoxville, Tenn. 
—_——__+oo—___—__ 


IMITATION TYPEWRITTEN LETTERS. 


oe Typewritten Le Letters of the bigest 
rade. We furnish ribose, matching ink 
tiene hae jes for stamp. SMITH PTG.CO., 812 
Broadway, Toledo, Ohio, 
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ELECTROTYPERS, 


W E make the electrotypes for PRINTERS’ INK. 

We do the electrotyping for some of the 

largest advertisers in the country rite us for 

rices. WEBSTER, CRAWF ORD ‘& CALDER, 45 
e St., New York. 


PAPER. 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York ~~. 

Coatea papersa specialty. Diamond B Perfect 
White for Phigh- gras e catalogues. 


a. 
MAIL-ORVER NOVELTIES. 


RITE to-day for free *‘Book of Specialties,” 

an illustrated Cage = of oes = 
and d lated jewelry, 
cutlery and optical * gooas— ab eee e only. 
SINGER BROS. 22 Bowery, N. Y. 





+o 
MAILING MACHINES. 


T=: DICK Reg ree Sr MAILEK, lightest and 
quickest. Price F. Jy VALENTINE, 
Mfr., 178 Vermont St., Beifalo © 5 3 








ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writesadvertising—your way—his ' way. 


wae CUTS and advertising copy for your line 
are cheap enough by our method. ARI 
LEAGUE, New York. 


DVT. WRITING—nothing more. 
Been at it 14 years. 
JED SCARBORO, 
557a Halsey St.. Brooklyn, N.Y. 


BUT ONE WAY. 

There is but one way —— J expen- 
diture for advertising can above the 
mere expense account item that so many con- 
fine itto. You m our annourcements 
of every kind actually vital, and saturate them 
with the notice-compelling pertinence that will 
not be denied a_ hearing, if you wish them to 
really pay you. It is my habit to send samples 
of my work to those whose requests for them 
suggest new a and in some instances 
those ded in illustrating 
this profit gaining vitality so well as to win a 
new client for me. Possibly oe . paeed the 
result of your writing me—poss! Al 

When —_ ty write, give me at east a clue to 
what you 
No 3v. FRANCIS I. MAULE, 402 Sansom St., Phila 
+o 


PREMIUMS, 


R*. AABLE goods are trade builders. Thou- 
\% sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
ond wholesale aeaiers in jewelry and kindred 
lines, 500-page list price illustrated coguengne. 
blished annually, issue now ready; free. 
F. MYERS CO.. 46w, 48-50 52 Maiden Laue, N.Y. 











TIN BOXES. 


[IE you have an attractive, ive, handy package you 
will sell mor Joy and get better prices for 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, are handy, and preserve the 
contents, You can buy in one-half gross lots and 
at very low prices, e are the folks who 
make the tin boxes for Casc 
line, Sanitol. Dr. Charles nye Food, New-Skin, 
and, in fact, for most of the g guns. ” But we 
pey, just as much attention to one A fellows.” 
ter neg for our new | illustrated ° a 
< 


lots _o! in ormatio 
free. AMY. RICAN STOPPER COMPANY. i 
Verona Street, Brooklyn, N. Y. The largest 
maker of TIN BOXES outside the Trust. 











ADVERTISING AGENCIES. 
he = 4 AGENCY. 1 Madison Ave. z 
Medica! journal advertising exclusively. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


H W. KASTOR & SONS | ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


PRINTERS’ INK, 


OBENUS& 00, Advertising Agents, 44 Broad 
St., N. ¥. Private wires, ston, l’hila, etc. 


AIL order advertising a specialt THE 
A STANLEY DAY AGED OY, Newmastet, N.J. 


(HE HL w=" = ly pena AGENCY, 
925 Chestnut Street, ; Street, Philadelphia. 


U ay vintage LCo. ow? 1895. Los 
ngeles, California. - News : 
magazine, trade paper advertising. situ 


A LBERT FRANK & CO., 25 Broad Street, N. Y. 

Generali ee Agents. Established 
1872. Chicago. iladelphia. Advertis- 
ing of all kinds placed in every part of the world. 





ageeent AND S\WASEY, San Franvisco— 
gest agency west of Chicago; ; employ 60 

people; ave advertisers by agin Sodisoualy 
newspapers, billboards, walls, cars, distributing. 


ANADIAN advertising promises results which 

invite most caretu! investigation. Write us 

for best list ce pers to cover the whole field 

rer i ESBARATS ADVEKTISING 
Y Ltd. . Montreal 


Nay; NJERSEY 


REIE ZEITUNG 


IT WILL PAY YOU TO U: 


THE FREIE ZEITUNG 


“New — *s Leading German Dai 





Daily, 
unday Weekly News 97 
reaches the bulk of the 100 000 pot it 
ous German buyers of Newark an 
cinity. Write for Rate Cards, 


ESTABLISHED 1a5g 





— 





N an article about Sunday- 
school buildings, 


Che Sanday Spool Canes 


PHILADELPHIA, 

said “you will be profited by ex- 
amining the Sunday-school archi- 
tectural plan described in a leaflet 
issued by, etc.” The result of 
this comment was that 2,000 cop- 
ies of that leaflet were sent out 
because of inquiries received for 
it, and “at least 1,500 mentioned” 
The Sunday School Times’ reference 
to it. 

This is just a sample of the way 
the best Sunday-school superin- 
tendents and teachers in America 
respond when they are interested. 

If you will ask us we will plan to 
make The Sunday School Times most 
effective in helping to solve your 
special advertising problem. 

We shall be pleased to hear from you. 52 


THE RELIGIOUS PRESS ASSOCIATION, 











901-902 Witherspoon Bidg-. Philad’a, Pa. 
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‘BUSINESS AND STORE MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how 
to make business more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their 
views upon any subject discussed in this department. 
anagement, Printers’ Ink Publishing Co., 10 Spruce St., New York. 


Store 





Address Editor Business and 








Don’t take your customers for 
granted. Don’t forget that it 
costs more to get a new customer 
than to hold an old one, and that 
the new one isn’t likely to be 
worth any more than the old one 
after you have secured him, or 
any more likely to stick. It’s 
good business to get all the new 
ones you can, but when you reach 
out for them, keep one eye on the 
old ones lest your competitor 
make new ones of them. A 
mighty small thing will drive a 
customer away or attach him to 
you for life, according to what the 
thing is; but it is the little things 
you never hear of that do you the 
most damage—the complaints that 
you would gladly satisfy if your 
customer would express them to 
you in words instead of by trans- 
ferring his trade to a competitor. 
Of course, that isn’t fair to you, 
but the fact remains that lots of 
people would rather change stores 
every now and then than to be 
continually finding faults, and lots 
of people do just that. 

The way to hold old customers 
and to make old ones of new ones 
is to follow your goods right into 
their homes and find out whether 
they (the goods) are satisfactory 
or not—whether the quality, ser- 
vice and delivery were all they 
should be. You cannot do this 
in person, but you can do it very 
effectively by mail. You cannot 

) follow each individual purchase 

every line, but in any line you 

n reach every attached custom- 
er at frequent intervals and make 
an impression which will make you 
a good many dollars better off 
at the end of a year. In a small 
business whose owner knows 
every one of his customers and 
meets them often, such work need 
not be done through the mails; 
but in the medium or large busi- 
ness, whose owner has no oppor- 
tunity to see just how each cus- 
tomer is treated, such a method is 


almost a necessity, because it 
tends to draw out from the cus- 
tomer a statement of any griev- 
ance which he may have, and 
which, if known to the manage- 
ment may be very readily met and 
satisfied, thus holding not only 
the trade of the aggrieved one but 
of his friends as well. 

All this is inspired by the letter, 
reply postal and booklet repro- 
duced below, describing and com- 
prising all the essentials of an 


excellent scheme for gathering 
valuable information from cus- 
tomers, aS practiced by Mr. 


William Henry Baker, the able 
advertising manager for the 
English Woolen Mills Co., with 
executive headquarters at Cleve- 
land, O., and branch stores in the 
larger cities. This plan is pretty 
sure to either bring back a specific 
complaint, when there is cause for 
one, or to make the dissatisfied 
customer feel that, now he knows 
his complaint will be satisfactorily 
adjusted, he doesn’t really care 
about making it; or maybe he'll 
just mention it next time. In 
either case, the impression is 
bound to be made that the English 
Woolen Mills Co. wants its cus- 
tomers to be thoroughly satisfied, 
and is willing to take all sorts of 


trouble to make them so, And 
that alone justifies the whole 
scheme. Here’s the letter: 


Tue Enciish Wooten Mitts Co., 
Incorporated. 
Tailors and Woolen Merchants, 
Executive Headquarters: 
191 to 197 Superior Street. 
CLEVELAND, Onto, April 4, 1905. 
Editor of Printers’ INK: 

Enclosed I hand you a litt'e booklet 
on Store Service, published for private 
circulation among our employees. 

The statistics referred to in this book 
consist of a series of tables giving com- 
parative results obtained through use of 
the double postal card herewith en- 
closed. 

The procedure is as fo'lows: 

As an order is delivered in any 
store, a 3x5 filing card containing par- 
ticulars of the customer; description, 
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lot number and price of his order; 
salesman, cutter, dates of ordering and 
delivery, etc., together with other 
memoranda, is made out and each day 
these cards are forwarded to this office. 
About ten days after the customer has 
received his order, the inquiry card 
with paid reply is sent, and the re- 
plies as received are analyzed ana tab- 
ulated. First, into a comparison of 
satisfaction and dissatisfaction by oid 
and new customers, properly credited 
and debited to each store. Next, a 
table showing the nature of the dis- 
satisfaction or complaint by the differ- 
ent stores under such heads as fit, 
alterations, late delivery, workmanship, 
discourtesy and inattention, —unsatis- 
factory wear, errors in shipping, ¢tc. 
The next table relates to the cutters 
and shows the relative standing ot 
every cutter in our system under sev- 
eral co'umns of complaint. The next 
table shows the same thing on the part 
of salesmen. Another table shows the 
dissatisfaction by character and price 
of the order. While the sixth table, 
a sort of resumé of the second, shows 
the number of inquiries mailed, 
answers received, and the percentage 
of answers to inquiries, the number of 
satisfactory and unsatisfactory replies 
with their percentages, and the relative 
standing of each store as determined by 
the bearing of tne month’s business on 
what has gone before. I might make 
this last grace clearer by saying that 
tables, Nos. 1, 2 and 6 are made up 
new every month, and the totals of the 
preceding month or longer period added. 
thereto, while the other tables, Nos. 3, 
4 and 5, continue from beginning of 
the comnetitive period to its end, with- 
out being reckoned up monthly. We 
also make a memorandum of sugges- 
tions and helpful criticisms received 
from our cutomers, and a copy of the 
monthly findings with the suggestions 
is sent to every areenger of a branch 
store, who sees to it that his principal 
employees shall read the same. 

The little booklet enclosed refers to 
the first period which ‘began about 
September 15th and closed December 
gist. The figures concerning satisfac- 
tion, dissatisfaction, etc., it was not 
considered desirable to print, and so 
it was thought better to typewrite same 
and give each manager a complete com- 
pilation to be kept in his own office, 
and to be sent to employees under 
proper restrictions as to when and 
where to study same. The suggestion— 
box feature is new and is just going 
into effect. 

All of this work comes under the 
personal direction of the writer. Re- 
verting to the answers received from 
customers, would say that where dis- 
satisfaction exists, every effort is made 
to adjust it, This involves correspond- 
ence with both customer and branch 
store, and we can say from experience 
that this institution of this department 
has been one of the best paying things 
we have ever done. This correspond- 
ence also is under the charge of the 
writer. If, for publication purposes 
you desire any further information, I 
shall be p'eased to give you same if I 
can consistently do so. I think, how- 
ever, the foregoing outlines the work 
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very weil, and should make an in- 
teresting and valuable article. 
Very tru.y yours, 
Witittam Henry BAKER. 

And this idea is almost sure to 
better the store service, for every 
clerk knows that every customer 
will get a reply postal, on which 
to register and put on record his 
exact impressions about the ser- 
vice rendered. That portion of 
the card which is addressed to the 
customers reads like this: 

Executive Offices of 
THE ENGLIsH Wooten Mitts Com- 
PANY SYSTEM, 
191 to 197 Superior Street, 
CLEVELAND, OHIO. 

Dear Str—A short time ago we had 
the honor of filling an order for you 
at our store. Was that order 
executed to your entire satisfaction? 

We desire that our customers—aside 
from trifling matters incidental to even 
the highest price tailoring—shall never 
be otherwise than satished with our 
workmanship, values and store service. 
avery garment we make is guaranteed. 
By that we mean, bring it back if any 
part goes wrong and the fault is ours, 
that we may make it right. 

This inquiry is one of the ways we 
have of keeping in touch with our 
branch stores (with their co-operation) 
and their relations with their customers, 
for the benefit of all concerned, and we 
trust that you will frankly answer the 
questions asked on attached U, S. pos- 
= card, detaching and remailing same 
oO us. 

Thanking you for past favors and for 
the kindness of a prompt reply, we are, 
Very truly yours, 

Tue EnciisHh Wooten Mitts Co., 

E. Rogers, Pres’t. 

The reply card is prepaid, please 
return it prompt.v. 

And the reply portion, which is 
addressed to the Company’s Ex- 
ecutive Offices, Department of 
Store Service, bears the following 
questions, with blank lines, on 
which the customer’s answers are 
to be written: 


Answers to all questions will 
greatly appreciated, E W. M. Co. 


ate 
Order No. inisniew s5s 00 uaele we 
id you receive your order when 
“shel erect A SRE re een 
: not, were you notified in good 
time that it could not be delivered as 
on Rr re Swieaats 
, How much behind time was the de- 
MNT: | eesLGu wiwaunetesdoln sea days. 
Were the garments fitted to you ad 
fore finishing? ..... 
If alterations were necessary, after 
de‘ivery, what were they?............ 
Did they fit you properly when fi- 
nally received? 
Did you experience courteous treat- 
ment from all employees? 
_ If you were dissatisfied or displeased 
in any respect, state wherein........+ 





be 
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Have you any suggestions to offer, 
which, in your judgment, would im- 
prove our store service?.......seee 


CORR e emer e teases eeeeseseseeseeseee 


Signature ...... ain visio Sabie buaniee ce ee 
PEED: 40 9:040:0 00:00:00 bee be emeeuse & 
ED HUD wepicass sebccccossas 
Have we made clothes for you 
DEERE. Sido van waniajomenvidwnsenaaiesien 


And then, in order to give the 
salesmen a clear understanding of 
their obligations to the Company 
and its patrons, as well as to show 
that the general purpose is only 
to weed out the incompetents, and 
show proper appreciation of those 
who really take an interest in the 
Company’s selling problems, the 
following matter was printed in a 
neat little booklet: 

STORE SERVICE. 

What it means to customers, 
employees and to 

ENGLISH WOOLEN MILLS CO. 

Store Service—What Is It? 

To be a customer of the English 
Woolen Mills Company means that a 
man has a right to expect cordial wel- 
come and courteous attention; good 
value; correct style; good workman- 
ship; try-on when promised; delivery 
when romised; all other promises 
punctually kept; privilege of returning 
garments that go wrong through fault 
of ours; privilege of having his clothes 


to 


pressed and repaired for a year; and 
most anythi he asks for within 
reason. We shall touch on this again 


in several places. 

To be an employee of The English 
Woolen Mills Company means that 
every man has the making of his own 
future; even the office boy, if he has the 
tight stuff in him, may Botha a man- 
ager of a store or of an important 
branch of the business, a stockholder, 
perhaps _a director, within reasonable 
time. Every man and boy that we 
hire is accepted because we think at 
the time he may fulfil such expecta- 
tions, 

_But to achieve this, a man must do 
his entire duty to his employers, not 
mechanically but with a real interest. 
He must be prompt in keeping the 
store hours; must have no bad Tabits 
that interfere with business; must be 
willing to do a little more than_he is 
paid for, that he may eventually be 
paid for doing more than he does; 
must be courteous and attentive to 
every customer, whether the customer 
be well dressed or poorly dressed, buy- 
ing or looking, pleasant or ill-tempered; 
must not misrepresent quality, style or 
appropriateness of the goods; must not 
make promises that he knows cannot be 
kept; must not officiously oppose the 
customer’s ideas as to style in which 
a garment is to be made, but if con- 
vinced that the proposed style is un- 
becoming or radically wrong should 
courteously present the matter to the 
customer in the right light; must not 
directly or indirectly cut prices; if 
emp'oyed in the shops or in any de- 
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partment not connected with selling, 
must do his work so well that the 
customer cannot find fault, nor we; 
must be able to sink his own personal- 
ity in following out the policy of the 
house—and, as he-ping to this end, 
should carefully read all of our ad- 
vertisements; and we watch every man 
to see that he does this—not  sus- 
piciously or to find fault, but with a 
view to commending and advancing. 

All this has led up to the main pur- 
pose of this little business primer: 
how we have made it possible for the 
salesman, even the worker in the shop, 
even the office boy or the stenographer, 
to be more valuable to the house by 
being more helpful to the customer— 
our Department of Store Service. 

We started this Store Service work 
as an experiment, to learn more about 
our business: whether all stores were 
pleasing their customers equally well; 
whether we kept our old customers; 
how many new customers we were 
making; on what clothes and at what 
prices the most dissatisfaction seemed 
to rest; what the principal complaints 
would be, why they should be, and 
what remedy to apply; what individ- 
uals, 1f any, were faiing in their duty 
to the house; what our customers 
thought of our stores, our goods, our 
prices, our workmanship, our system, 
so that we might make betterments 
where needed. Already we have adopt- 
ed some of the suggestions made by 
our customers; we will gladly adopt 
others that seem practicable and help- 
ful. See, also, Suggestion Box chapter, 

If you have read thus far and are 
not interested or convinced of the use- 
fu'ness of the Store Service department 
or your future with the house, you are 
not the right man for us, 

The results of the returns from Sep- 
tember 15th to December 31st, 1904, 
have been analyzed and tabulated and 
are on file in the office of the manager 
of each store, where they may be 
studied by any employee—and we ex- 
pect all to do this. : 

comments and Suggestions, 

By the foregoing we mean the prin- 
cipal comments, criticisms and sugges- 
tions received—there were so many 
altogether (231 of them) and so many 
duplicates that, to keep the compilation 
interesting and within proper limits, 
the more trivial and those less lucidly 
or helpfully stated, are omitted. Such 
duplicates as are included are given 
‘because their phraseology conveys a 
new shade or meaning. And the re- 
sumé at the end gives the relative 
figures. 

This is most important to us and to 
every employee—for it comes entirely 
from the customer’s point of view, 
which too many of us value too lightly 
—yet without the customer there would 
be no business—and we want the 
business. 

The employee who reads this book 
and the compilation of facts and figures 
from end to end, and writes the most 
intelligent and helpful critical review 
of it, will be given a cash award of $10 


in gold. Every employee who receives 
one of these books is invited to con- 
tribute such a paper—on or before 


April zoth. 








44 


PRINTERS’ INK. 








READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Tue Toccery SHops, 
L. CG Bement, 
Down town: 138 E. State St., 
On-the-Hill: 404 Eddy St., 
IrHaca, N. Y., Mar. 28, 1905. 
Printers’ Ink, 10 Spruce St., New 

York City: 

GENTLEMEN—I_ have been advised 
that you are glad to receive adver- 
tisements of retail dealers for criticism 
and on this information take the liberty 
of handing you herewith a copy of a 
letter which I mailed to about one 
thousand Cornell students. 

There have been a great many opin- 
ions expressed on this letter and I 
would appreciate having a _ criticism 
from so high an authority as PRINTERS’ 
NK. 

To fully explain the letter, some ex- 
planations are necessary. At Cornell, 
one week in February is usually given 
up to what is known as “Junior Week 
Festivities,’ wuch embraces a_ series 
of dances and other entertainments. 
At this time the students have as their 
guests out-of-town girls. 

The letter in question was mai‘ed 
to the students who participated in 
these festivities and was sent out a 
few days after the guests had gone 
home. The letters were not mailed 
from Ithaca, but sent to different cities, 
such as New York, Boston, Chicago and 
Pittsburg and there mailed. I tried to 
arrange to have these letters reach the 
ones to whom sent about the time they 
would expect to hear from whoever had 
been their guest. 

If you will criticise this bit of ad- 
vertising, either through PRINTERS’ INK 
or by letter, I would appreciate the 
courtesy. Yours very truly, 

L. C. Bement. 

I’ forgot to state that the envelopes 

were all addressed in ladies’ writing. 


The letter referred to, which is 
reprinted below, is a very good 
imitation of a pen-written letter, 
and there is no question that every 
mother’s son of the men who re- 
ceived a copy, read to where the 
men’s fittings talk began, on the 
second page, if not to the very 
end of the letter. But whether 
it was good advertising or not no 
man can say, because it all de- 
pends upon the point of view in 
each particular case. Where one 
man would characterize it as 
“clever” and respond to it by a 
personal call to inspect your 
goods; another, who perhaps was 
disappointed by getting your letter 
instead of one from “her,” would 
say “execrable taste” or some- 





thing of the sort, and maybe not 
only cut you off from his visiting 
list entirely but do some quiet 
“knocking” among his fellows as 
well. The chances are that it was 
good advertising. It ought to 
have been, but it is of the boom- 
erang class and you can never be 
quite sure what that kind is going 
to do. Therefore the most and 
the best that can be done in long- 
distance criticism, is to theorize 
along common-sense lines, and 
such theorizing would lead to the 
conclusions that: It is generally a 
mistake to deceive people into 
reading your announcements, 
though not necessarily a serious 
one. It would probably have been 
better to get right down to busi- 
ness in the fourth or fifth line 
than to lure the reader on over 
the page. And very likely it 
would have paid quite as well if it 
had been a straight business letter 
from start to finish, addressed to 
each man in person on the letter 
sheet itself and giving interesting 
items and prices. If you can get 
a straw vote from a dozen of the 
rank and file of the student body, 
you can judge pretty accurately by 
that as to how it was generally 
accepted. But you'll find the best 
indications in the cash drawer and 
the new faces you see, or the old 
faces you miss, because while it 
isn’t likely that many will do so, 
some people are very intolerant 
of such harmless deceptions and 
will show their resentment in 
some sort of retaliation. 


TUESDAY 
_ As you see I am home again, and as 
is to be expected somewhat tired from 
the journey, and incidentally the week’s 
excitement. But what is a little weari- 
ness when one has had such a glorious 
time seeing and doing so much, 

In all my life I never experienced 
so much real enjoyment as last week, 
and I am a'ready looking forward with 
pleasure to the kind invitation for next 
year. 

Of course, my tired condition is the 
result of mv trip to New York, visit- 
ing the trade which manufacture ex- 
clusively the finest lines of men’s 
fittings. Every minute spent in these 
emporiums was a delight, as the goods 
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shown far excel any previous assort- 
ments. 

Knowing you appreciate fine men’s 
wear, I bought liberally, directing 
my especial attention, however, to 
derby hats and negiigee shirts, 

The blocks of the former for young 
men show a tendency to the flat set 
including the Knox and Youman in the 
more conservative shapes. 

As to the negligee shirts: the pat- 
terns for this Spring are the hand- 
somest which have been shown for 
years—the light colors with tasty de- 
signs prevailing. 

Trusting I may have the pleasure of 
showing you the results of my week’s 
excitement, I am, 

Sincerely yours, 
L. C. BEMENT. 








This Optician’s Ad, From the Wilkes 
Barre (Pa.) Record, Says Its Says 
In a Telling Way, Then Quits. 


When the 
Figures Blur 


It’s nature’s warning that 
something is wrong with the 
eyes. 

Good eyes mean a living 
to most of us, and can’t be 
neglected. An _ examination 
will show whether they are 
actually diseased or merely 
tired out. 

In either case we'll tell 
you the trouble and give you 
the glasses you need. 

J. P. ERNST, 
Optician. 
26 Public Square, 
Wilkes Barre, Pa, 











If This One From the N. Y. Sunday 
Sun Doesn’t Find the Right Kind of 
a Bachelor It Will be Strange. 


To Eligible 


Bachelors 


Your apparel fits you be- 
cause it was made to fit you. 
Do your apartments ft you? 
Are they so complete in ap- 
pointments, service and con- 
veniences that you feel at 
home in them? 

There is a vacant bache'or 
apartment perfectly fitted to 
bachelor needs. Quiet and 
exclusive. Rooms furnished 
in tasteful simplicity. The 
perfection of service by at- 
tendants trained to be swift 
and silent. All ordinary 
hbache’or wants anticipated 
and provided for. 

Connoisseurs of Comfort 
will find this ideal bachelor 
apartment at 
16 EAST THIRTY-SEC- 

OND STREET, 


New York City. 

















How the Buffalo (N. Y.) Evening News 
Goes After Advertisers Through Its 
Own Columns, 


How Would You 
Like To Have 
One Hundred 
New Customers? 





Is your store in such 
shape that One Hundred 
New Customers would “turn 
the tide’ for you? Are 
things with you only just 
“so-so?’? Biils maturing too 
fast—sales a little too slow 
—too many people going 
past your doors—lack of 
‘snap’ and “go” and 
“hustle” around your 
counters? Are Fixed Ex- 
penses coming to be a bur- 
den—while they should be 
merely an incident—in your 
business? If you feel these 
symptoms — no matter 
whether you are a big mer- 
chant or a little one—You 
Need a Tonic! Pub.icity, in 
just as large doses as you 
can stand, repeated Every 
Day, will change the whole 
situation for you. It is idle 
to suppose that you cannot 
secure the One Hundred 
New Customers — regular 
customers—who would “turn 
the tide’ for you. 

You Can Get Them in a 
Week, but not by wishing 
for them. It’s not so easy 
as that. Nor by distributing 
hand-bills or putting up 
posters, or buying space in 
programmes—it’s not so 
easy as that. You must 
spend some money — more 
than you have ever spent— 
for Adequate Advertising 
Space in Your’ Evening 
Newspaper, 





Everything but the Price. From the 
Norwich (N. Y.) Telegraph. 





California 
Orange Wine 
A most agreeable sweet 


wine made from the juice of 
California Seedless Oranges, 
with all the delicious flavor 
of the fruit itse-f. 

Just the thing for sick 
folks, and certainly a well 
person could find nothing 
pleasanter or more harmless. 
It’s smacking good and 
you'll say so if you'll come 
in and taste it. Cheap too. 


T.. BD, MYLLER & CO., 
Norwich, N. Y. 
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Tne “Eventnc TIMEs.” 
Bay City, Micu., Mar. 21 1905. 
Editor, Ready Made Department: 

Dear S1r—Will you be kind enough 
to criticise the enclosed advertisement 
from the Evening Times. Do you con- 
sider them good advertisements for the 
line of business they represent? 

Thanking you in advance for your 
kindness, we are, Yours very truly, 

Tue EventnGc TIMEs, 
M. S. Day, Adv. Mgr. 

Bay City, Mich., is somewhat 
agitated about the subject of pure 
milk, if the aggressive advertising 
of the Bay City Sanitary Milk Co., 
in the Bay City Evening Times is 
anything to judge by. The spaces 
range from seven inches, three 
columns up to a full page, and the 
stuff they contain is a pretty vig- 
orous and convincing brand of 
talk. The full page contains ex- 
cellent indorsements from local 
physicians of the Pasteurized milk 
in which the company deals; and 
these are the stronger because they 
do not declare that this company’s 
particular brand is the one and 
only, but that they unqualifiedly 
indorse any milk which is proper- 
ly treated by the same process. In 
each of the smaller ads is a repro- 
duction of a newspaper clipping 
setting forth the results of inves- 
tigations of the milk supply in 
other cities, or what some physi- 
cian has said about impure milk 
and its dangers. For instance, in 
the ad reproduced below was a 
three-inch single-column reproduc- 
tion of a clipping dated at Louis- 
ville, Ky. and headed “Milk 
Causes Disease. Cattle Have Con- 
sumption and Are Spreading It,” 
and a two-inch single-column clip- 
ping giving the opinion of the 
professor who discovered the diph- 
theria serum, as to impure milk. 
The name and date of the paper 
from which the clippings were 
made is noted at the bottom of 
each. Here is the ad: 

IS YOUR MILK SAFE? 

Are your babies in danger? Read the 
clippings shown in this ad. 

Prof. Von Behring is the famous dis- 
coverer of the diphtheria serum. What 
he says requires no comment. 

Pasteurized milk is raw milk heated 


to 155 degrees and cooled immediately 
to 45 degrees. This removes all disease 


germs. 
Our milk is all Pasteurized. Protect 

vourself by using it. 

BAY CITY SANITARY MILK CO. 


Phones: Bell, 1382-L; Valley, roro. 
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Another and larger ad, the text 
of which is reproduced below, re- 
produces a clipping from the same 
paper of two days earlier, which is 
headed, “Analyses of Milk, made 
by State Dairy and Food Depart- 
ment,” and after stating the re- 
quirements of the law, goes on to 
show that the law was_violated 
by at least five of the Bay City 
dealers. 

CONDEMNED MILK!! 
Milk Below the Standard is 
Sold in Bay City. 
READ THIS. 

There are five milkmen in Bay City 
whose milk has beer found below the 
‘awful standard by the State Dairy and 
Food Department. Have you been get- 
ting this milk? Any one that is in- 
terested can see the July Bulletin at our 
office or at the office of the Board of 
Health. No. T 1656, No. T 1658, No. 
T 1661, No. T 1667 and No. T 1670 
are the numbers by which these milk- 
men, whose product was found below the 
standard, are designated in the State 
report. Their names are in the report. 
You can see them. 

Protect yourself by getting your milk 
from the 
BAY CITY SANITARY MILK CO., 
The Highest Quality of Milk. Pasteur- 

ized and Consequently Free From 

Germs and Disease. 
Phones: Bell, 1382 L; Valley, 

Taken as a whole, this series is 
well calculated to create conster- 
nation among those who are ad- 
dicted to the use of milk, and to 

make them think pretty seriously 
about the use of Pasteurized milk. 
Milkmen advertise but little, and 
that little is pretty weak and 
watery—there’s no “cream” in it. 
There’s a chance in most every 
town, to build up a very nice milk 
business through good advertising, 
particularly for the milkman who 
wants to serve the better class of 
trade and who is willing to make 
his product worth more by modern 
sanitary methods other than steri- 
lizing. But there must first be a 
story to tell: then, if it’s a good 
story, most anybody who knows 
how to write can tell it through 
the newspapers—or by means of 
circulars or letters sent to a select- 
ed list—in a way that will be 
believed. 

“The Ready Made Ad Man” 
would like to see some good adver- 
tising of good milk. Will some- 
body who knows where such ads 
are being made kindly send a few 
samples, 


Being 


Io1o. 

















Last Week: We| 
dyed for you 


This Week: Let 
us dye for you 


Dyeing is an art. It not 
only requires a _ thorough 
knowledge of dyes and _fab- 
rics, ‘but a proper combina- 
tion—a _  blending—of the 
two. Note: It is not neces- 
sary to rip clothes to have 
them dyed. 

Years of experience and 
preparation have made us 
well-nigh perfect in this 
work, and our ever-increas- 
ing patronage is surely cor- 
roborative testimony that— 
—“‘Our Work Is Superior.” 

Charges? Reasonable of 
course. 

Lace Curtains cleaned, a 
pair, 3oc. 

Pants, Suits, 
15c., Pressed, 50c. 

All work guaranteed, call- 
ed for and delivered. 


MEYERS BROS. 
Steam Dye Works. 
Cor, Hamilton and Monroe. 


Sponged, 








Peoria, Il. 
Just as Good for Others as 
Wanamaker. 
About Awnings 
Awnings do more than 
merely keep the sun out in 
hot weather. They make 








pleasant coigns of vantage 
of the windows—cool, dark, 
protected from curious eyes. 
And a darkened room seems 
much cooler on a hot day, 
at any rate. : 

Are your awnings up? 
Haven’t even ordered them? 
Lucky you have Wanamak- 
er’s to turn to, for a speedy 
remedy. Dr us a _ post- 
card, and we'll send a man 
to take measurements and 
give estimates at once. The 
materials and workmanship 
we put into our awnings are 
the best and most reliab'e; 


anu prices are extremely 
moderate—say, $2.75 for a 
3x6 ft. window (average 


size). 

We'll undertake, and exe- 
cute promptly, orders for a 
two-window apartment or an 
entire hotel or office build- 
ing. 

JOHN WANAMAKER, 

New York. 











hey Would Do It Well—as an Art. 


for 
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A Good Illustration of How to Be 


Fun 
the 


“" Without Being Foolish. 
e 


w Haven (Conn.) Register. 








Collarsand Cuffs 


then gets a 
ahead, in the social scale, of 
the do 
but cuffs. His 
tasty, shows that he’s a re- 
spected member of society 


and has friends who care 
for him. How about your 
dog? 


our stock of dog collars and 
show a number of new pat- 
terns 
please 
130 styles for you to select 
from at prices from 25 cents 
to 


brushes and medicines. 
THE JOHN 


754 Chapel st., 320 State st. 


The dog who now and 
collar is far 


who gets nothing 
collar, if 


We have just replenished 


we know will 
We have over 


that 
ou. 


Dog blankets, —_ whips, 
E. BASSETT 
& COMPANY, 





New Haven, Conn, 





Hoskins’ Ads in the Philadelphia Bul- 
letin Are Distinctive i 


in 


Typography; Which is Also True of 
Many Other Ads in That Paper, 





Fountain Pens 
To Mend 


meets with an accident, or 
needs cleaning, and the feeds 
adjusted, or whatever may be 
the matter, the safest way is 
to have it put to rights by 
our pen expert. 


is 
difficulty; and you can take 
the pen along with 
any event, the cost is small. 


portant, if you are to get the 
best service out of it. 
folks bring in theirs once a 
month, to be overhauled. 


too. A bad ink will cripple 
the best pen. 
your pen with the sort of ink 
it’s best to use—no charge 
of course. 


a good fountain.-pen, $1— 
and guaranteed, 

HOSKINS, 
Printing, Engraving, Sta- 
tionery and Office Fur- 
niture. 


When your fountain pen 


Often but a minute or two 
required to correct the 
ou. In 
Cleaning your pen is im- 


Some 


The ink should be right, 
Let us fill 


No excuse for not having 


904-906 Chestnut Street, 
Philadelphia, Pa. 


















From 


‘one and 


48 PRINTERS’ INK. 


A MAN WANTED. 


I am looking for a man. 

I don’t expect to find him in a hurry, but I shall find him. 

Scores will answer this advertisement in the usual careless, heedless 
and bombastic way, but every application will have attention—as much 
as it deserves. 


It is often charged that Printers’ Ink doesn’t give enough considera- 
tion to the Western field. I have heard it stated so often that I 
believe there may be something in it. 

The Western field is big and growing. Newspapers and advertisers 
are doing things there, conditions are changing. Oldreputations are no 
longer what they once were and new ones are already conspicuous, 

For these and other reasons I am looking for a man to act as Printers’ 
Ink’s representative in the Western field, located in Chicago. He must 
be a man who can combine business with reporting ability—one that 
will not use the latter as a means of graft to further the former. 

Nothing that appears in Printers’ Ink, as reading matter, must be 
paid for either directly or indirectly. 

The man I want must combine brains, industry, willingness to work 
hard, with absolute HoNnEsty, and he must be able to satisfy me of the 
reasonable probability of his having these qualities. 

From men who understand what I am getting at, applications are 
desired. 

Perhaps a woman might do, but I don’t believe it. Apply by Jetter 
only to 


CHARLES J. ZINGG, 10 Spruce St., New York. 


My Quarterly Statement 

























URING the first three months of this year, I filled two 
D thousand five hundred and eighty orders, each one of which 
was paid for before the goods left my shop. They came 
from every nook and corner of this country, and one was from 
Chihuahua, Mexico, and another from Jamaica, West Indies. 
Taking into consideration that I have no branch houses, employ 
no salesmen and demand cash in advance for every ounce of ink 
I sell, my record of thirty-five orders every working day is evidence 
that the printers of the country have some faith in my goods. Send 
for my price list and compare it with what you pay for inks on 
credit. When the goods are not found up to your expectations, 
they may be returned and I will refund the money, also the trans- 
portation charges. Address 


PRINTERS INK JONSON 
17 Spruce Street New York 


















